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DR.  KOONCE: 

Ladies  and  Gentlemen,  we  will  get  started. 

I  would  like  to  call  to  order  the  Fifth  Public  Relations 
Conference  of  the  Medical  Society  of  the  State  of  North 
Carolina. 

Now,  I  won't  go  into  detail  of  the  history  of  these  con- 
ferences, because  I  did  that  last  year.  It  would  merely  be  a 
repetition. 

I  think  I  can  mention  that  last  year  we  had  a  most  ex- 
cellent conference  on  Public  Relations,  in  which  the  speak- 
ers were  men  representing  different  industries .  It  made  such 
an  impression  on  those  who  heard  It  that  it  was  requested  we 
have  the  same  thing  again  this  year.  It  was  something  dif- 
ferent from  what  we  did  previously,  which  consisted  of  talk- 
ing among  ourselves .  I  think  we  learned  from  experience 
last  year,  or  rather  the  things  we  did  learn  from  the  men 
who  talked  last  year  certainly  show  that  the  medical  men  are 
not  the  only  group  of  men  faced  with  socialism. 

This  year's  program,  on  paper,  is  equally  as  good  as  the 
program  last  year.  We  expect  it  to  be  just  as  good. 

I  told  one  of  the  speakers  that  I  didn't  expect  him  to 
expect  much  introduction  from  me.  Last  year  one  of  the  speak- 
ers got  a  long  introduction.  He  got  up  and  said  that  was  one 
of  the  best  introductions  he  had  ever  had  because  he  wrote  it 
himself. 

Well,  Mr.  Cox  got  the  most  of  this  information  from  the 
speakers . 
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Mr.  Cox  is  in  the  back  of  the  room,  and  I'm  going  to  ask 
him  to  make  any  announcements  at  the  present  time  he  may- 
have,  and  then  get  him  to  repeat  them  after  we  have  the  in- 
termission, after  the  first  two  speakers. 
MR.  COX: 

I  would  like  to  announce  that  we  have  a  room  for  the 
men  to  leave  their  hats  and  coats,  which  is  Room  #323;  for 
the  ladies,  Room  #325.  The  key  can  be  had  at  the  desk. 

I  would  like  to  say  that  at  the  conclusion  of  the  pro- 
gram today  each  of  you  is  invited  to  the  Cafe  Garden  here 
in  the  hotel . 
DR.  KOONCE: 

Ladies  and  Gentlemen,  our  first  speaker  today  is  Mr. 
P.  J.  Turner,  who  is  President  of  the  Southern  Bell  Tele- 
phone and  Telegraph  Company,  Atlanta,  Georgia.  He  began 
his  telephone  career  in  1907.  I'm  not  introducing  any  of 
the  speakers'  titles,  because,  frankly,  I  don't  know  what 
they  are  going  to  talk  about,  although  I'm  sure  that  it's 
going  to  be  good. 
MR.  TURNER: 

I  am  glad  the  doctor  didn't  give  us  too  much  introduc- 
tion. I  belong  to  a  civic  club  in  Atlanta,  and  we  have  di- 
fficulty at  times  getting  the  proper  talent  to  come  and  ap- 
pear on  the  program.  Occasionally  we  get  a  hold  of  a  fellow 
we  don't  know  too  well.  So,  we  have  an  understanding  among 
ourselves  that  when  we  don't  know  him,  when  we're  not  sure 
how  he'll  turn  out,  we  give  him  a  fine  introduction.  So  that 
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in  the  event  he  does  turn  sour  the  fellows  will  all  know  at 
least  that  he  came  well-recommended  to  us „ 

In  coming  up  to  Raleigh,  I  found  myself  thinking  about, 
as  I  have  on  many  occasions,  the  word  that  is  used  so  much 
in  connection  with  your  state:  The  "balanced  state" „  You 
know,  it's  an  excellent  thing  to  be  balanced .  In  applying 
the  word  to  North  Carolina,  I  think  of  It  not  only  as  mean- 
ing balanced  between  the  mountains  and  the  sea  country,  fa- 
vorable distribution  between  industry  and  agriculture,  or 
balanced  between  the  large  and  the  small  towns  In  the  state . 
I  think  of  it  as  applying  to  the  way  of  life  of  your  people . 
You  have  a  sturdy  and  solid  people .  I  lived  among  them  here 
in  North  Carolina  for  a  good  many  years,  and  I  found  them  to 
be  just  that  type  of  people . 

Being  a  strong  admirer  of  your  Tarheel^ State,  I'm  al- 
ways very  much  pleased  when  people  say  to  me  as  they  often 
do, 

"You're  from  North  Carolina,  aren't  you?" 

Well,  I  never  go  to  a  great  deal  of  trouble  to  correct 
them  in  that .  As  a  matter  of  fact,  when  I'm  sure  that  they 
don't  know  any  better,  I  always  answer  right  boldly, 

"Yes,  I  am." 

Of  course  my  love  for  North  Carolina  gets  me  in  trouble 
every  once  in  a  while,  too,  Just  like  It  has  this  afternoon . 
When  I  get  an  invitation  to  come  to  North  Carolina,  I  generally 
accept  it,  and  I  make  engagements  sometimes  that  I'm  not 
entirely  qualified  to  fill .  But  I  do  enjoy  coming  to  North 
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Carolina,  and  I  enjoy  being  with  you  folks  and  with  all 
folks  of  North  Carolina,  and  I'm  trying  to  find  out  at  the 
minute  how  this  light  works ,  but  I  don't  believe  it  works. 

In  talking  about  this  matter  of  Public  Relations  In 
the  telephone  business,  which  Mr.  Cox  asked  me  to  talk  about, 
perhaps  I  should  ask  you  to  keep  In  mind  that  the  Bell  Tele- 
phone System  is  only  a  part  of  the  telephone  business. 
Many  of  you,  I  am  sure,  live  in  cities  or  towns  whose  ser- 
vice Is  furnished  by  independent  telephone  companies . 

In  North  Carolina,  Southern  Bell  or  independent  tele- 
phone companies  operate  In  two -hundred -and -forty  cities  and 
towns  throughout  the  State.  Southern  Bell  operates  In  six- 
ty-seven such  places.  We  do  have  about  thre e -hundred -and - 
forty- two -thousand  telephones  in  the  State,  which  Is  about 
fifty-eight  percent  of  the  total. 

I  think  I  ought  to  give  you  one  or  two  other  facts  about 
our  organization  set-up.  They  might  make  more  understanding 
some  of  the  things  that  I  expect  to  say  later.  Southern 
Bell,  as  one  of  the  operating  companies  of  the  Bell  System, 
operates  In  nine  southeastern  states:   Alabama,,  Florida, 
Georgia,  Kentucky,  Louisiana,  Mississippi,  South  Carolina 
and  Tennessee,  in  addition  to  North  Carolina.  There  are 
more  than  three-million,  six-hundred-and-fifty-thousand 
Southern  Bell  telephones  In  the  nine  states,  and  something 
over  fifty-six  thousand  telephone  men  and  women  are  engaged 
in  rendering  service  to  our  customers . 


-  5  - 

Since  the  end  of  World  War  II,  the  telephone  growth 
in  the  southern  area  has  been  greater  than  any  other  sec- 
tion of  the  country,  and  is  about  twice  the  national  aver- 
age. To  make  this  growth  possible,  Southern  Bell  has 
raised  and  spent  during  the  past  six  years,  seven -hundred - 
and-fifty-million  dollars  on  new  telephone  facilities  through- 
out the  length  and  breadth  of  Dixie .  That's  almost  twice  a3 
much  money  as  we  had  invested  in  the  business  at  the  end  of 
19^5 }   after  sixty-six  years  of  operation.  You  will  be  in- 
terested, I  think,  to  know  that  during  this  same  time  we 
have  spent  over  seventy-two  million  dollars  in  North  Caro- 
lina and  have  more  than  doubled  the  number  of  telephones  in 
service. 

These  facts  put  us  in  the  category  of  big  business,  of 
course,  but  we  always  try  to  remember  that  essentially  we 
are  operating  a  hometown  business,  too--a  citizen  of  each 
community,  a  business  operated  by  men  and  women  who  are  your 
neighbors,  who  go  to  your  churches  and  whose  children  are  in 
your  schools,  who  spend  their  pay  at  the  local  stores. 
Telephone  people  always  endeavor  to  keep  themselves  close 
to  the  interests  of  the  individual  subscriber,  because  te- 
lephone service,  after  all,  is  a  personal  service.  Whether 
you  use  the  manual  telephone  or  the  dial  type,  each  telephone 
call  is  a  personal  thing,  tailor-made  to  the  needs  and  de- 
sires of  the  caller,  linking  two  persons  in  conversation. 

So,  in  our  set-up,  though  it  must  of  necessity  be  de 
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designed  for  the  largeness  of  the  operations  we  try  never  to 
lose  sight  of  the  fact  that  we  are  in  business  to  serve  the 
individual  in  his  own  home  or  in  his  own  office „  It  natural- 
ly follows  that  our  public  relations  philosophy  or  way  of 
life  is  designed  with  the  individual  subscriber  in  mind,, 

Speaking  of  our  public  relations  philosophy,  I  stop  and 
ask  myself  this  question: 

"What  is  Public  Relations?" 

And  when  I  do,  it  immediately  opens  up  an  area  of 
thought  that  is  as  wide  as  the  sea.  You  can  get  as  many 
definitions  of  the  term  "public  relations"  as  there  are 
people  whom  you  ask  to  give  you  a  definition. 

Someone  has  described  business  public  relations  as 
"everything  that  business  does." 

Well,  that's  about  the  shortest  definition  that  I  have 
ever  heard,  and  it  may  be  one  of  the  best,  because  in 
Southern  Bell,  we  do  take  the  view  that  public  relations  is 
Just  about  everything  we  do  that  involves  or  affects  the 
public . 

Speaking  more  directly,  I  think  public  relations  may 
be  defined  as  "that  function  of  a  business  designed  to  earn 
for  it  a  reputation  as  an  institution  of  character  that 
operates  in  the  public  interest" . 

Regardless  of  what  definition  we  prefer,  it  seems  to 
me  that  all  of  us  who  are  interested  in  public  relations 
are  going  down  the  same  road .  We  want  the  public  goodwill . 
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We  want  the  people  on  our  side-   Public  Relations  Is  no 
new  Invention,  no  new  textbook  science,  so  to  speak „  The 
tasks  of  businesses  and  professions  to  fit  themselves  and 
their  behavior  to  the  pattern  of  public  desires,  and  per- 
haps create  new  desires,  is  not  new. 

Essentially,  It  is  as  old  as  business  itself.  Man 
wasn't  on  this  earth  long,  I'm  sure,  before  he  discovered 
the  necessity  of  being  a  good  neighbor.   And  the  first 
businessmen,  whatever  they  did  for  a  livelihood,  soon  dis- 
covered the  advantage  of  being  on  friendly  terms  with  their 
fellow -men. 

Present-day  public  relations  is  not  confined  alone  to 
the  so-called  "big  business",  either.  For  even  the  small- 
town grocer  Instinctly  knows  that  to  prosper  he  must  sell 
good  products .  He  must  be  courteous  and  pleasant  and  he  must 
have  a  reputation  for  fair  dealing.  Ask  him  about  it  and  he 
won't  call  it  public  relations.  No,  to  him,,  It  Is  just  "good 
business",  or  "common-sense",  or  some  other  name,  perhaps,  but 
it  is  public  relations  all  the  same. 

To  be  more  specific  now  about  public  relations  In  the 
telephone  business,  there  are  several  fundamentals  that  we 
think  essential,  and  we  try  always  to  keep  them  In  mind. 
They  are  simple  principals,  yet  basic  and  deep-rooted.  They 
are  fundamentals  that  I  feel  sure  can  be  applied  In  varying 
degrees  to  almost  any  business  or  profession.  They  might  not 
apply  In  just  exactly  the  same  way  In  one  endeavors  as  another, 
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of  course,  and  the  size  of  the  enterprise  would  make  some 
difference „  But  I  do  believe  that  they  must  be  present  in 
any  good  public  relations  program. 

Let  me  name  them,  if  you  will.  And  then  I'd  like  to 
come  back  and  discuss  them  for  just  a  few  minutes . 

First,  there  must  be  a  worthwhile  policy  or  policies 
that  are  formulated  and  nurtured  by  management  alive  to  its 
responsibility  to  the  public.   I  have  always  thought  the 
word  "policy"  sounded  rather  formal  and  stiff.  So,  let's 
say  it  another  way,  if  you  will.  Let's  call  it  a  way  of 
life  for  the  business-=a  way  of  life  that  recognizes  res- 
ponsibility to  the  public. 

Secondly,  after  you  have  a  policy,  good  service  is  the 
real  starting  point  of  good  public  relations .  This  means 
that,  in  addition  to  being  aware  of  its  responsibility  to 
the  public,  management  must  have  the  desire  and  the  will  to 
do  the  right  thing.  It  must  be  consistent  in  what  it  says 
and  does.  That  is,  it  cannot  successfully  think  and  talk 
one  way  and  act  another. 

Third,  we  in  the  telephone  business  feel  that  it  is  very 
important  to  have  a  well-intentioned  and  well-informed  em- 
ployee body. 

Fourth,  there  must  be  the  proper  use  of  effective  pro- 
cedures for  keeping  the  public  informed.  Methods,  working 
tools,  you  might  call  them. 

Now,  let's  break  these  four  points  down.  Let's  diagnose 

...8 


-  9  - 

the  whole,  so  to  speaks  by  applying  the  stethoscope  to  each 
part  singly  and  in  turn. 

Now  as  to  our  way  of  life- — our  policy „  In  the  tele- 
phone business,  we  have  had  a  guiding  policy  for  a  long  time, 
not  developed  overnight,  but  crystalized  through  experience-- 
publicly  stated  in  many  ways,  bred  into  our  people  and  con- 
curred in  by  the  public „ 

In  brief,  it's  simply  this--to  provide  the  best  possible 
telephone  service  at  the  lowest  possible  cost  consistent  with 
financial  safety  and  with  fair  treatment  of  employees „ 

We  believe  firmly  in  this  policy „  We  keep  repeating  it. 
It  has  helped  us  charter  our  course  in  fair  weather  and  in 
stormy  problem  days .  I  expect  you  have  seen  it  written  or 
heard  it  spoken,  in  one  form  or  another.  We  believe  a  poli- 
cy or  a  business  way  of  life  should  be  a  full  commitment  that 
never  lets  you  rest--that  spurs  you  to  action--that  keeps 
prodlng  you  to  your  best  endeavors .   Our  policy,  we  think,  puts 
our  responsibility  to  the  public  where  It  should  be-~at  the 
top  of  all  of  our  interests . 

We  are  keenly  aware  that  we  have  a  public  responsibility 
that  is  vital,  because  telephone  service  is  essential  to  the 
very  health  and  well-being  of  the  people,  to  economic  deve- 
lopment, and  to  national  safety. 

We  believe  our  management,  at  all  levels,  must  be  alive 
to  this  public  responsibility  in  more  than  a  passive  way. 
Not  only  do  we  feel  that  management  in  general  must  have 
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the  will  to  do  the  right  thing,  but  someone  must  be  dele- 
gated to  spend  a  good  portion  of  his  time  on  the  job  of 
seeing  that,  in  the  hustle  and  bustle  of  every-day  operations, 
the  business  doesn't  deviate  from  its  principles  by  inat- 
tention or  neglect,  and  that  the  modus  operandi  of  the  public 
relations  policy  is  changed  to  meet  changing  conditions »  It 
follows  that  the  person  charged  with  this  responsibility  must 
be  an  important  part  of  the  policy-making  councils . 

As  so  many  other  organizations  do,  we  have  in  Southern 
Bell  a  public  relations  vice-president,  whose  job  it  is  to 
direct  and  guide  our  public  relations  programs .   It  is  his 
job  to  lead  the  way  in  helping  us  all  keep  public  relations- 
minded  .  It's  the  job  not  only  of  his  staff  but  of  all  of 
us  to  help  him  work  at  it. 

This  brings  me  to  the  second  fundamental  I  want  to  con- 
sider with  you  today--what  is  done  about  carrying  out  poli- 
cies, or  In  other  words,  the  performance  part  of  the  Job. 
In  Southern  Bell,  after  we  have  the  proper  policy  created 
in  the  public  interest,  we  start  on  our  public  relations  with 
the  premise  that  a  good  telephone  service  job  is  the  founda- 
tion. We  must  remember  that  people's  ideas  about  us  come 
from  their  reaction  to  that  part  of  the  company's  service 
which  touches  them  as  individuals . 

I'm  sure  you  agree  with  me  when  I  say  that  telephone 
users  think  Southern  Bell  is  efficient  when  we  get  their 
calls  through  promptly,  but  that  we  are  not  efficient  when 
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the calls  are  delayed.  When  a  long-distance  operator  goes 
to  some  unusual  trouble  in  locating  the  called  person  or 
performs  seme  service  of  a  special  nature  in  an  emergency, 
the  recipient  of  the  service  thinks  we  are  efficient  and 
is  apt  to  talk  about  it  to  others . 

When  a  subscriber  gets  a  bill  that  is  in  error  but  re- 
ceives courteous  treatment  of  his  complaint  by  business  of- 
fice representatives  and  has  the  bill  corrected  promptly, 
he  may  think  we  are  efficients,  despite  the  error.  But  con- 
tinued errors  or  bad  handling  of  a  single  error  would  make 
him  think  us  inefficient.  If  his  telephone  goes  out  of  order 
and  we  have  it  fixed  quickly--and  especially  if  we  find  the 
trouble  first  and  repair  it  before  it's  reported,  we  are 
very  efficient.  But  if  we  are  slow  and  the  recipient  has 
to  call  the  company  and  report  the  trouble,  and  we  can't 
get  it  fixed  immediately,  the  customer  doesn't  think  so 
well  of  us . 

In  a  business  such  as  ours,  there  are  many,  many  phases 
of  the  technical  service  job  that  we  must  keep  our  eyes  on 
at  all  times.  Such  a  policy  as  "The  Best  Possible  Telephone 
Service"  spurs  us  on.  We  have  many  internal  yardsticks —we 
call  them  service  indexes--that  help  us  measure  the  quality 
of  the  service  and  thereby  help  us  to  improve  it.  But  the 
real  test  of  our  service,  we  know,  is  what  the  public  thinks 
of  it. 

So  we  try  to  render  the  service  in  a  spirit  and  with  a 
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quality  that  Is  pleasing .  Sometimes  in  these  days,  we  can't 
always  do  what  the  customer  wants,  exactly  when  or  where  he 
wants  It  done.  But  even  on  these  occasions,  we  can  deal  with 
the  public  courteously  and  with  a  sincere  desire  to  be  help- 
ful .  Because  we  feel  that  If  we  are  reasonable  and  polite 
with  people,  they  will  like  us  and  have  confidence  in  our 
company .  There  Is  no  shortage  of  courtesy,  we  feel,  because 
we  manufacture  that  ourselves . 

The  many  things  that  we  do  about  this  fundamental  matter 
of  service  for  the  customer  Is  something  I  could  talk  about 
for  a  long  tirae--a  subject  within  itself .  But  for  our  pur- 
pose here  today,  to  consider  it  as  just  one  element  of  good 
public  relations,  I  think  I  might  simply  summarize  by  saying 
that  we  feel  strongly  In  the  telephone  business  that  every- 
thing we  do  about  our  service  has  something  to  do  with  pub- 
lic relations .  In  fact,  is  the  starting  point  of  favorable 
public  opinion , 

We  come  now  to  the  roll  of  telephone  employees  in 
public  relations.  And  I  cannot  emphasize  this  point  too 
much:   In  the  telephone  organization,,  we  start  with  a  new 
employee  by  training  him,,  not  only  in  the  technical  know- 
ledge that  helps  him  repair  a  telephone,  or  helps  a  young 
lady  to  operate  a  switchboard,  but  also  in  the  spirit  in  which 
the  service  ought  to  be  rendered,  and  why  It  ought  to  be  ren- 
dered that  way.  We  try  to  Indoctrinate  our  people  at  all 
levels  of  our  organization  with  the  same  spirit  of  courtesy 
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and  helpfulness  that  Is  the  objective  of  top  management „ 

We  realize  that  we  could  create  the  very  highest  of 
ideals  In  top  management  circles,  but  if  those  ideals  did 
not  permeate  to  the  employee  body  and  did  not  mean  something 
to  the  individual  telephone  man  and  woman,  then  we  would  miss 
the  boat .  Because  not  only  is  it  Important  that  our  em- 
ployees live  by  this  way  of  life--they  cannot  possibly  con- 
vey right  attitudes  to  the  public  unless  they  feel  them  in 
their  own  hearts . 

Employees  who  speak  well  of  our  company  rank  next  to 
a  good  service  job  as  a  public  relations  asset.  And  to 
speak  well  of  it,  they  must  think  well  of  it.  To  think 
well  of  it j,  they  must  know  a  good  deal  about  it.  They  must 
know  what's  going  on  and  why.  Any  employee  of  any  employer 
is  a  better  one  when  he  feels  "in  the  know" --fee Is  that  he 
belongs  and  that  he's  a  vital  part  of  the  telephone  team. 

We  find  that  we  have  to  keep  working  continually  at  the 
job  of  properly  informing  our  employees .  Even  if  we  were 
doing  a  perfect  job  of  its  and  I  can  assure  you  that  we 
are  not,  we  would  have  to  keep  at  it  eternally,  because  of 
the  new  people  that  are  constantly  coming  into  the  business • 
We  are  always  looking  for  better  means  of  doing  this  job, 
because  we  believe  employee  understanding  is  essential  to 
public  understanding. 

Now,  this  brings  me  to  the  fourth  and  final  plank  of 
the  public  relations  platform  that  I  mentioned  at  the  out 
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set~-effeetlve  procedures  for  telling  the  story  to  the 
public.  After  you  have  right  policies,  after  you  give  pro- 
per attention  to  the  service  job,  and  have  your  employees 
contributing  to  public  relations  in  their  business  office 
and  their  off-hours  contacts,  probably  next  in  importance 
in  contributing  to  the  public's  state  of  mind  is  what  the 
business  or  profession  says  about  Itself- 

Some  businesses  and  professions  prefer  to  say  very  lit- 
tle.  Pretty  much  on  the  theory,  I  imagine,  that  what  they 
are  doing  speaks  for  itself.   Perhaps  this  may  be  so  but  I 
would  prefer  not  x,o   take  that  chance . 

Our  own  feeling  as  a  public  service  organization  is 
something  like  this : 

The  public  is  our  big  boss,  and  there  is  no  question 
whatever  that  public  opinion  controls  the  destiny  of  our 
enterprise.  It's  our  job  and  our  responsibility  to  give 
the  best  telephone  service  we  can  and  we  have  pledged 
ourselves  to  do  that.  We  don't  believe,  however,  that  the 
public  should  be  left  unaware  of  what  is  entailed  In  the 
job  entrusted  to  us . 

Therefore,  we  not  only  talk  to  the  public ,   about  how 
to  use  the  telephone  properly,  but  also  about  the  effects 
of  today's  Inflationary  trends  on  our  financial  structure 
and  about  the  need  for  adequate  earnings  so  that  we  may  at- 
tract the  investment  capital  required  to  improve  and  expand 
service  in  keeping  with  public  demands .  We  think  we  ought  to 
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tell  the  story  of  our  business  candidly,  completely  and  con- 
tinuously. 

Public  opinion  may  be  slow  in  coming  to  a  fair  conclu- 
sion .  But  given  the  facts,  it  can  be  trusted  to  come  up 
eventually  with  sensible  answers.  If  the  facts  are  not  known, 
however,  you  can't  really  blame  the  average  American  for  think- 
ingj,  for  instance,  that  we  might  give  better  telephone  service 
than  we  do,  if  we  use  baling  wire  for  circuits  and  cut  our 
prices  In  half. 

An  important  part  of  our  point  of  view  is  that  the  pub- 
lic in  the  first  place  is  entitled  to  know  what  It  wants  to 
know  about  us . 

Is  the  right  course  then  simply  to  answer  questions? 
Well,  no,  for  the  reason  that  while  a  lot  of  people  are,  in 
fact,  Interested  enough  to  ask  us  a  lot  of  questions,  usual- 
ly the  first  thought  of  most  Americans  each  morning  is  not 
to  wonder  how  the  telephone  company  is  getting  along.  They 
are  more  likely  to  be  interested  in  the  weather  and  whether 
they  will  need  their  raincoats  or  not. 

We  believe  very  firmly  that  to  get  understandings  It  is 
up  to  us  to  disseminate  knowledge  of  the  facts  about  our 
business.  This  we  do  out  of  the  conviction,  and  on  the  ba- 
sis of  a  good  deal  of  evidence,  that  more  public  knowledge 
makes  for  more  and  better  telephone  service . 

There  are  many  ways  in  which  the  story  of  a  business  or 
profession  may  be  told  to  the  public.   In  our  company,  we  use 
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a  variety  of  media-  They  Include  many  different  uses  of  the 
written  word,  such  as  newspaper  advertising,  hill  enclosures, 
booklets  and  pamphlets,  letters  to  our  customers,  and  dis- 
plays and  postures .  These  media  have  proven  their  useful- 
ness over  the  years  and  are  widely  accepted,  of  course,  by 
most  businesses  as  an  integral  part  of  their  public  infor- 
mation program . 

In  addition  to  these  methods  of  dispensing  information, 
we  are  coming  to  rely  more  and  more  upon  still  another  type 
of  media  which  is  becoming  increasingly  important  to  us 
as  our  business  grows  larger  and  more  complex.  These  media 
are  built  around  personal  contacts  with  the  public  and  in- 
clude such  activities  as  open  houses,  family  nights  for  em- 
ployees1 families,  demonstrations  of  telephone  equipment, 
talks  about  the  telephone  business  by  our  local  managers  and 
visitations  or  tours  by  small  groups  through  telephone 
installations.  This  method  of  informing  the  public  has 
one  strong  recommendation  and  that  Is  that  the  public 
generally  has  a  measure  of  curiosity  about  the  familiar 
telephone  instrument  and  what's  behind  it.   And  people 
like  to  come  to  telephone  offices  and  see  the  equipment , 
meet  our  people,  and  learn  how  their  calls  are  handled. 

There  is  no  shortage  of  methods  by  which  a  business 
or  profession  can  give  to  the  public  knowledge  of  itself, 
and  the  methods  to  be  used  will  be  determined,  of  course, 
by  the  Individual  needs  in  each  case . 
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It  is  impossible  to  cut  a  pattern  that  will  fit  every 
concern  or  profession .  The  important  thing  is  that  all  of 
us  in  businesses  and  in  the  professions,  such  as  yourself, 
recognize  that  the  public  has  an  inherent  right  to  know 
how  our  businesses  and  our  professions  are  conducted . 

Your  profession  and  the  businesses  which  are  represented 
by  the  distinguished  speakers  who  share  this  platform  with 
me  contribute  profoundly  to  the  system  which  has  made  the 
American  standard  of  living  the  highest  in  the  world.  The 
benefits  which  have  come  to  mankind  through  the  businesses 
and  professions  we  represent  are  a  trifiling  example  of 
what  American  ingenuity s   resourcefulness  and  energy  can  do. 
Yet,  it  Is  an  odd  circumstance  that  the  public  relations 
of  so-called  private  enterprise  in  America  has  in  recent 
years  been  the  poorest  in  the  world.  Business  in  many  of 
the  professions  have  been  on  the  defensive.  We  have  been 
"scapegoats  and  whipping  boys". 

In  some  measure,  perhaps,  this  has  been  our  own  fault. 
In  the  excitement  and  the  pressure  of  the  tremendous  scien- 
tific advances  which  have  been  made  in  the  last  two  or  three 
generations,  perhaps  too  much  attention  has  been  concentrated 
on  technical  improvements  and  as  a  result  the  humane  rela- 
tions between  us  and  the  public  have  been  obscured.   Perhaps 
we  have  felt  that  if  we  produced  constantly,  improving  goods 
and  services,  the  public  ought  to  be  satisfied  with  that. 
This  has  proven  not  to  be  so.  Experience  has  proved  that 
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it  is  not  enough  to  conduct  the  business  or  profession  in 
the  public  interest. 

It  is  essential  to  explain  the  facts  of  the  enterprise 
and  problems  surrounding  it,  so  that  the  public  sees  that 
it  is  being  run  in  their  interest.   If  each  of  us  in  his  own 
sphere  does  this  tremendously  important  job  well,  we  will  en- 
joy good  public  relations.  But  more  than  that,  we  will  be 
using  this  practical  tool  of  public  relations  to  demonstrate 
the  effectiveness  of  private  enterprise  in  a  democracy.   And 
this  in  the  long  run  is  a  demonstration  of  the  strength  of 
democracy  itself. 

Thank  you  so  muchi 

APPLAUSE ! I  I 
DR.  KOONCE: 

Thank  you,  Mr.  Turner! 

It  becomes  easier  and  easier,  as  each  speaker  talks,  to 
realize  how  much  public  relations  in  business  is  similar  to 
public  relations  in  the  medical  profession. 

Mr.  Turner  said  that  public  relations  is  everything 
that  a  business  does.  Well,  that  certainly  does  prove  that 
our  medical  public  relations  are  the  same  as  his,  because 
there's  no  question  about  the  fact  that  medical  public  rela- 
tions are  everything  that  an  individual  doctor  does.   And 
our  public  relations,  just  as  his,  is  not  being  good,  but 
it  is  being  able  to  tell  the  people  how  good  we  are. 

Now,  to  go  on  with  our  program,  and  to  hear  more  about 
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public  relations,  and  to  learn  more  about  what  we  can  do  to 
help  our  public  relations,  we  call  on  our  next  speaker. 

Mr.  Charles  T.  Lipscomb,  Jr.,  President,  Pepsodent  Divi- 
sion of  Lever  Brothers  Company,  New  York,  who  is  a  native  of 
Greensboro--used  to  play  football  for  the  University  of  North 
Carolina,  and  finished  up  there  in  April,  1928.  Since  April, 
19^8,  he  has  been  associated  with  Lever  Brothers. 

It  is  a  pleasure  to  have  Charlie  with  us. 
MR.  LIPSCOMB: 

Thanks,  Don. 

I  was  noticing  that  Mr.  Turner  has  two  particular  differ- 
ences, that  I  could  spot  right  off-hand  from  me.  The  first 
thing,  he  says  when  he  gets  an  invitation  to  North  Carolina  he 
generally  comes.  Well,  I  always  come  J 

And  the  second  thing.   I  notice  he  poured  a  glass  of 
water,  and  he  was  able  to  pick  it  up  and  put  it  to  his  mouth. 
And  I'm  apt  to  pour  it  in  my  ears,  so  I  don't  try  to  drink 
water  when  I'm  standing  up  trying  to  talk  to  somebody. 

Mr.  Cox  said  to  me  this  morning: 

"How  long  are  you  going  to  talk?" 

I  said, 

"Well,  I  was  raised  an  old-fashioned  Baptist,  but  I'm 
now  a  modern  Baptist,  and  so  I  think  about  twenty  minutes." 

He  said, 

"You'd  better  talk  a  little  longer  than  that,  because 
we  want  to  keep  everybody  here  for  the  cocktails." 
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I've  got  one  little  story,  that  I  want  to  throw  in  at 
this  point: 

I'm  reminded  of  it  by  this  cup.  I  sometimes  think  of 
it  as  a  ticket .  The  Chairman  of  the  Board  of  your  county, 
a  very  distinguished  gentleman,  named  John  Hancock,  tells 
this  story,  about  an  Englishman  representing  the  British 
Government,  by  the  name  of  Lord  Riddle . 

Lord  Riddle  was  on  the  train9  going  somewhere  or  other. 
And  so  he  went  into  the  smoker.  He  sat  down  and  pulled  out 
the  newspaper  and  started  reading,  and  then  he  saw  a  beauti- 
ful picture  of  himself. 

The  conductor  came  by  eventually,  shouting, 

"Tickets,  please!  All  tickets!" 

Lord  Riddle  went  through  his  pockets  searching  for  his 
ticket.  He  couldn't  find  it.  He  continued  looking  to  no 
avail,  and  he  became  frantic. 

Then  the  conductor  said, 

"Wait  a  minute.  Aren't  you  Lord  Riddle?" 

Lord  Riddle  replied: 

"Yes,  I  am.  But  how  did  you  know?" 

The  conductor  says, 

"Well,  I  Just  noticed,  there's  your  picture  on  the 
first  page  of  the  newspaper." 

Lord  Riddle  kept  on  looking  for  his  ticket. 

Finally  the  conductor  saids 

"Well,- if  you  are  Lord  Riddle  it's  all  right  with  me 
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if  you  don't  have  a  ticket.  Forget  it." 

Lord  Riddle  said, 

"Yes,  it  may  be  all  right  with  you.  But  it  ain't  all 
right  with  me.  I  don't  know  where  in  the  hell  I'm  going  I" 

Mr.  Cox  was  probably  surprised  when  he  invited  me  here 
at  how  fast  I  accepted  his  invitation  to  come  to  this  meeting 
today.  He  didn't  have  to  ask  me  twice.   I  didn't  even  hesi- 
tate. I  said, 

"Yes,  I'll  be  there." 

I  don't  want  him  to  think  I'm  one  of  those  characters  who 
like  to  make  public  speeches,  because,  like  most  of  you, 
I  think  it's  a  mighty  hard  way  to  make  a  living . 

But  again,  though  having  lived  in  New  York  for  over 
twenty  years,  I  never  pass  up  an  opportunity  to  get  to  North 
Carolina,  even  if  I  have  to  make  a  speech  to  do  it.  Espe- 
cially around  Christmas  time  I  Since  your  Society  was  thought- 
ful enough  to  set  this  meeting  just  before  Christmas  when  I 
particularly  wanted  to  get  to  Greensboro  to  see  my  mother 
and  father. 

I  was  thinking  about  the  last  time  I  made  a  talk  in  the 
eastern  part  of  North  Carolina.  And  I  regret  to  say,  Don, 
that  was  either  in  1921  or  1922,  at  Wake  Forest,  about  thir- 
ty years  ago.   It  makes  us  a  little  old.  Well,  I  was  re- 
presenting Greensboro  High  School's  role  in  the  North 
Carolina  Declamation  Contest.  I  have  the  slightest  idea  what 
I  was  declaiming  about,  but  I'm  sure  it  wasn't  good.  I  know 
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I  didn't  win  any  prizes  over  there. 

And  then  reminiscing  back  to  two  other  visits  to  Wake 
Forest,  two  visits  between  1924  to  1928,  when  we  went  over 
to  play  football,  and  they  were  not  very  hospitable  to  us  on 
those  occasions.   I  think  all  four  years,  Wake  Forest  beat  us, 
when  we  came  over  from  Chapel  Hill  or  when  they  came  to  Chapel 
Hill. 

I  wouldn't  be  making  these  confessions,  frankly,  except 
that  Don  Koonce  and  some  of  you  out  there  grew  up  with  me,  and 
I  can't  very  well  get  away  with  anything  in  this  room. 

So  while  making  confessions,  I  have  one  more: 

I  know  very  little  about  public  relations.  I  have  been 
a  salesman  all  my  life.  A  personnel  man.  Just  started 
trying  to  run  a  division  of  Lever  Brothers  Company,  and 
I'm  studying  public  relations  and  other  phases  of  busi- 
ness administration,  but  I  don't  know  anything  about  it 
at  this  point.  I  have  studied  a  little  more  about  it  this 
week,  so  I  could  talk  about  it. 

With  that  understanding  then,  I  will  try  to  tell  you 
what  public  relations  means  to  our  business. 

In  Lever  Brothers  Company,  we  have  a  public  rela- 
tions director.  He  has  a  staff  of  about  twenty  people. 
In  the  course  of  a  year,  he  and  his  staff  will  use  the  fa- 
cilities of  local  public  relations  firms  in  all  the  cities 
and  probably  in  every  key  town  in  the  United  States . 

Pepsodent  is  one  of  the  several  marketing  divisions  of 
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Lever  Brothers  Company.  Through  the  Lever  public  relations 
department,  our  Division  will  spend  several  hundred  thousand 
dollars  in  public  relations  in  1952. 

Now,  to  me  that's  a  great  deal  of  money,  and  that's  the 
reason  I'm  studying  public  relations  very  carefully.  I  want 
to  see  what  that  does . 

That  staff  and  money  are  devoted  to  working  closely  with 
all  the  various  media  that  reach  the  American  public,  news- 
papers, magazines,  television,  radio,  speaking  platforms — 
all  of  those  things  that  affect  public  opinion  in  this  coun- 
try. 

Now,  at  that  point,  I  expressed  it  rather  bluntly,  be- 
cause I  understand  that  a  professional  man  is  supposed  to 
shudder  at  that  point.  You  say  it's  distasteful.  I  would 
like  to  take  a  few  minutes  to  explain  why  from  a  business 
standpoint  we  don't  consider  it  distasteful  or  unethical. 
We  consider  it  proper  and  necessary  to  the  business  in  the 
United  States. 

First  of  all,  what  is  it?  We  have  to  define  what  it 
is  that  we  are  trying  to  publicize.  What  specific  points 
we're  trying  to  get  across  to  the  American  public  about  our 
businesses.  And  to  boil  it  down,  as  I  understand  it,  it  is 
this: 

The  Job  of  public  relations  is  to  demonstrate  that  a 
company  has  character.  Character  that  is  honest:  that  a 
company  or  an  individual  is  dependable ;  that  it  is  a  good 
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company  or  a  good  person  with  whom  to  do  business .  And  one 
of  the  big  reasons  why  I  feel  that  public  relations  is  a  good 
thing,  is  that  this  public  relations  activities  force  a  com- 
pany and  probably  an  individual  to  try  to  have  better  charac- 
ter. And  forces  us  to  try  to  be  a  better  citizen  and  a  better 
person  with  whom  to  do  business . 

In  other  words,  to  me,  at  this  point,  the  important  point 
of  public  relations  is  not  the  getting  of  publicity  but  it  is 
the  building  of  the  character,  the  building  of  the  things 
that  ought  to  be  publicized. 

Now,  we  try  to  build  our  corporate  character  in  four 
broad  areas,  and  I'll  discuss  them  briefly: 

First,  is  in  the  things  that  we  sell.  In  our  case,  there 
are  products:   soaps,  toilet  soaps,  laundry  soaps,  tooth 
paste,  etc.  We  say  we  will  not  sell  a  product  unless  it 
is  just  as  good  as  such  a  product  can  be  made,  unless  it 
does  a  service  for  the  consumer,  and  unless  it  does  what  it 
is  supposed  to  do . 

We  have  in  our  division  ten  products.  In  Cambridge 
we  have  three  hundred  chemists  and  assistants  in  our 
laboratories,  working  to  obtain  new  products  and  constantly 
working  to  improve  our  present  products . 

An  Englishman,  Lord  Leverhulme,  founder  of  Lever  Brothers 
Company,  before  he  died  laid  down  a  rule  for  this  company, 
which  is  displayed  in  all  the  fifty-eight  countries  around 
the  world  where  this  company  operates .  That  rule  is : 
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"It  is  a  necessity  in  continuous,  persistent  and  suc- 
cessful advertising  that  the  quality  of  the  articles  adver- 
tised be  irreproachable." 

I  think  it's  perfectly  legitimate  and  proper  that  our 
public  relations  department  should  acquaint  the  American 
public  with  the  fact  that  we  have  these  high-product  stan- 
dards. When  we  develop  some  exceptional  new  product  idea, 
the  Public  Relations  Department  sends  out  releases  to  all 
of  the  various  media  about  that  idea.   And,  fortunately, 
all  of  these  media  are  always  looking  for  news  releases  of 
that  type,  so  that  makes  the  job  easier. 

Now,  the  second  area  in  which  we  build  character  in  our 
company  is  in  the  ways  and  methods  of  selling  our  products. 
First  is  advertising.  We  say  our  advertising  must  be  honest. 
It  must  not  deceive  the  public  by  direct  statement  or  infer- 
ence. It  must  be  constructive,  for  the  good  of  our  entire 
industry  and  for  the  good  of  American  business .   It  must  not 
be  selfish  and  destructive  of  the  rights  or  properties  of 
others.  It's  very  easy  for  advertising  to  be  that  way.  The 
most  of  the  advertising  you  see  is  by  character  destructive. 

The  activities  of  our  salesmen  in  the  field  must  also 
be  honest  and  constructive.   They  must  make  no  misrepresen- 
tations. They  must  know  the  needs  of  our  distributor-custo- 
mers .  They  must  keep  their  needs  in  mind  as  well  as  the 
interest  of  our  company.   The  products  must  be  priced  so 
that  every  contributor  gets  a  fair  profit.  It  must  be  priced 
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so  the  consumer  pays  a  fair  price . 

The  things  I  have  just  mentioned,  we  call  advertising 
and  selling  policies. 

Mr.  Turner  says  policy  is  a  way  of  life.  A  big  company's 
policies  must  be  strong--firm  and  very  strong.  They  can- 
not be  wishy-washy.  And  that  is  only  possible  if  the 
management  of  the  company  believes  sincerely  in  the  prin- 
cipals on  which  policies  of  that  type  are  based.   And  I 
think  it  is  very  appropriate  that  our  public  relations 
should  tell  our  distributors  and  customers  that  we  believe 
in  and  adhere  to  the  principals  upon  which  such  policies 
are  based.  Prom  time  to  time  our  customers  are  shown  that 
we  have  the  type  of  management  that  believes  in  and  prac- 
tices such  principals. 

The  third  area  in  which  we  build  the  character  of 
our  business  is  our  relations  to  the  people  that  make  up 
the  business — the  people  that  work  with  us  in  Lever  Brothers, 
our  fellow-employees.  Everyone  in  the  company  must  be 
treated  fairly.  Our  wages  and  our  policies  must  be  always 
among  the  very  best  in  American  industry.  We  must  make 
every  effort  to  see  that  everyone  working  for  our  company 
is  happy  in  his  job . 

As  it  happens,  Lever  Brothers  is  announcing  in  1952  one 
of  the  most  advanced  security  packages  in  American  industry. 
This  includes  new  pensions  and  retirement  plan,  free  hospitali- 
zation insurance  for  our  employees,  a  brand  new  plan  for  giving 
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free  life  Insurance  up  to  a  certain  value  to  our  employees 
and  making  it  possible  for  them  to  buy  additional  quantities 
at  a  very  low  price,  and  a  fourth  part  of  our  plan,  a  divi- 
sion of  a  generous  share  of  the  net  profits  of  our  company 
with  the  employees  of  the  company. 

I  think  It  Is  very  appropriate,  and  it  Is  certainly 
proper  for  our  public  relations  department  to  publicize 
this  security  program,  so  that  our  7,500  employees  will  ap- 
preciate It  and  so  that  the  best  possible  types  of  new  em- 
ployees will  be  attracted  to  our  company. 

And  the  fourth  area,  in  which  we  build  character,  is 
community  relations,  which  has  been  handled  very  nicely  by 
Mr.  Turner.   And  so  I'll  hit  it  briefly: 

Nothing  in  our  opinion  is  more  important  than  the  nine- 
teen Lever  Brothers  Division  Offices,  our  eight  factories, 
and  our  seven  or  eight  hundred  salesmen.  These  people 
should  be  good  neighbors,  and  Lever  Brothers  Company  should 
be  a  good  citizen  of  this  country;  particularly  so  since  we 
are  a  part  of  a  world-wide  concern.  In  each  area,  our  peo- 
ple must  take  an  active  interest  in  local  affairs .  We  must 
give  the  proper  support  to  local  charities.  We  must  contri- 
bute our  proper  share  to  the  local  revenues .  We  must  see 
that  we  are  represented  by  the  right  kind  of  people,  who  are 
standing  for  the  right  things.  In  other  words,  at  every  le- 
vel, a  company  must  be  a  good  and  a  constructive  citizen, 
and  our  Public  Relations  Department,  In  the  work  that  they 
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do  with  that  program,  makes  It  more  effective,  stimulates 
the  company  and  the  people  to  be  better  citizens,  and  to 
do  a  better  job.   At  the  same  time  a  good  public  relations 
program  stimulates  other  Industries  to  a  similar  broad  pro- 
gram of  community  activities. 

I  have  felt  pretty  good  about  a  statement  that  was 
made  to  me  by  our  public  relations  director.  He  said  that 
it  is  impossible — Mr.  Turner  said  almost  the  same  thing-- 
it  is  Impossible  for  the  public  statements  and  activities 
of  a  company  to  show  one  type  of  character  and  its  private 
policies  to  show  another. 

And  while  I  was  discussing  these  notes  with  our  pub- 
lic relations  director,  he  made  a  couple  of  other  remarks 
I  think  might  be  of  interest  to  you. 

He  said  the  American  public  today  is  like  a  constantly 
moving  parade.  A  company,  an  individual,  is  never  talking 
to  a  fixed  audience,  public  relations-wise.  So  we  must 
keep  talking  and  keep  talking  and  be  sure  that  every- 
thing we  say  is  in  line  with  our  policies,  our  established 
procedures,  and  the  objectives  we  have  laid  down  for  the 
company. 

And  he  says  this  is  a  scientific  age  and  the  American 
public  wants  to  know  how  and  why.   It  wants  to  be  told  in 
terms  that  It  can  understand. 

Then  he  said  that  many  of  the  difficulties  and  problems 
that  confront  Individuals  or  corporations  or  organizations 
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are  caused  by  out-of-date  information  or  misconceptions,  and 
that  good  public  relations  can  often  correct  dangerous 
situations  by  supplying  the  public  with  correct  informa- 
tion. 

I  once  worked  for  a  very  smart  man  who  said  that  "A 
mutual  understanding  is  the  solution  to  nearly  every  pro- 
blem." 

Those  were  his  exact  words .  I  have  remembered  it  every 
since.   It  has  been  very  helpful  to  me,  because  I  find  It 
very  true . 

Well,  in  telling  you  about  the  four  areas  in  which  our 
company  tries  to  do  a  public  relations  Job,  I  have  not  at- 
tempted to  draw  any  parallel  between  the  public  relations 
problems  of  a  business  and  of  a  profession. 

I  realize  that  there  are  some  basic  differences  in  our 
operations  and  In  our  problems .   At  the  same  time  there  are 
similarities,  and  I  feel  sure  that  many  of  you  here  can  see 
some  areas  in  which  sound  public  relations  programs  could 
help  you,  personally  or  professionally. 

It  is  the  objective  of  every  business  to  sell  something. 
Some  companies  sell  tangible  products •  some  sell  intangible 
services . 

But  we  are  all  trying  to  sell.  And  in  selling,  I  can 
tell  you  as  a  salesman  that  there  Is  one  most  important 
step — that  is,  asking  for  the  order.  You  don't  make  many 
sales  if  you  don't  ask  for  the  order. 
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A  good  public  relations  program  Is  one  of  the  ways 
in  which  we  ask  for  an  order.  It  shows  our  customers  we 
have  good  character  and  therefore  we  have  good  products. 
Just  to  repeat  one  other  important  point — aside  from  this 
selling,  I  think  public  relations  is  a  good  thing  because 
it  helps  our  company  to  have  better  character  and  It  there- 
by helps  to  raise  the  standards  of  American  business  over- 
all. 

Now,  you  have,  no  doubt,  gathered  that  I  think  selling 
is  a  pretty  good  business,  and  I  do.  I  have  always  been 
very  proud  to  be  a  salesman.  I  hope  that  you  professional 
people  understand  that  we  have  made  great  Improvements  In 
selling  in  the  last  ten  to  twenty  years .  We  try  to  make 
selling  more  like  a  profession.  To  do  that,  we  think  It 
must  be  built  more  and  more  upon  service — service  to  our 
customers . 

It  Is  our  opinion — and  there  are  hundreds -of -thou- 
sands of  salesmen  working  on  this  through  associations 
throughout  the  United  States--that  the  professional-type 
salesman  thinks  primarily  in  terms  of  the  welfare  and  the 
best  interests  of  his  customer. 

So,  you  see,  we  in  our  business  are  trying  to  learn 
something  from  the  professional  man,  and  if  there  is  any- 
way that  we  could  be  of  help  to  our  professional  friends, 
we  will  be  very  happy  to  do  so. 

It's  been  nice  to  visit  with  you,  and  I  think  you  for 
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your  attention . 

APPLAUSE ! I  I 
DR.  KOONCE: 

Thank  you,  Charlie  Lipscomb. 

I  think  one  of  the  most  pertinent  things  he  said,  per- 
tinent to  the  Medical  Profession,  is  that  the  American 
public  today  is  like  a  constantly-moving  parade.  I'm  afraid 
that  is  one  reason  the  medical  profession  has  gotten  behind. 
Because,  until  a  few  years  ago  when  Mr.  Truman  started  his 
fantastic  activities,  the  present-day  public  was  a  moving 
parade,  and  we  didn't  keep  up  with  them.  We  forgot  that  we 
were  also  salesmen.  We  forgot  to  sell  the  public  our  pro- 
ducts . 

•  Now,  before  we  go  on  with  our  program,  I  think  we  will 
have  an  intermission  of  about  ten  minutes,  and  then  we  will 
take  up  the  latter  portion  of  our  agenda. 

INTERMISSION . 

****** 

DR.  KOONCE: 

Gentlemen,  if  you  will  get  seated,  we  will  get  started 
again . 

While  the  rest  of  them  are  getting  seated,  we  would 
like  to  call  attention  to  the  fact  that  we  skipped  over 
the  roll  call  of  conferees .  We  felt  that  that  was  not  too 
important.  Of  course,  theoretically,  the  public  relations 
conferees  are  members  of  public  relations  of  the  county 
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society,  state  society,  officers  of  the  county  society  and 
the  state  society,  and  district  councilors. 

We  are  very  pleased  to  see  that  our  attendance  at  this 
time  has  over-doubled  that  of  last  year.  The  next  year  af- 
ter this  one,  we  expect  to  have  twice  as  many  as  we  have 
now. 

I  think  another  thing  that  I  have  over-looked,  and 
with  your  permission  I'm  going  to  continue  to  overlook, 
except  for  recognizing  their  presence,  is  the  distinguished 
people  that  are  with  us.  There  are  quite  a  few  of  them.  I 
think  it  would  take  quite  a  long  time  to  call  on  them  to  stand, 
I  would  like  to  mention  the  fact  that  the  President  of  the 
State  Society  is  here.  We  are  pleased  to  see  a  great 
many  of  you  here  that  are  not  members  of  the  Medical 
Society.  We  like  for  everybody  to  feel  that  this  isn't 
just  a  medical  problem.  It's  a  public  relations  confer- 
ence for  the  benefit  of  everybody  in  North  Carolina  who 
is  interested  In  public  relations . 

Now,  to  go  on  with  our  meeting,  our  third  speaker  is 
Mr.  J.  C.  Cowan,  Jr.,  President  of  Burlington  Mills  Corpo- 
ration, Greensboro.  Mr.  Cowan  is  a  native  of  Rutherfordton, 
and  now  lives  in  Greensboro.  He's  a  graduate  of  the  Uni- 
versity of  North  Carolina,  also. 

The  boys  from  Carolina  are  doing  a  little  better  at  this 
meeting  than  they  did  on  the  football  field. 

Mr.  Cowan,  it's  a  pleasure  to  have  him  with  us  this 
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afternoon. 
MR.  COWAN: 

Mr.  Chairman,  Ladies  and  Gentlemen,  I'm  delighted  to 
have  this  opportunity  of  being  with  you  at  this  meeting. 
Like  my  predecessor  here,  on  this  program,  I  am  a  native, 
born  and  bred  in  North  Carolina .  I  stuck  with  my  home 
state,  but  maybe  I  was  just  fortunate  in  being  permitted 
to  do  so.  It  has  been  certainly  a  pleasure  working  here 
in  my  own  state,  with  a  company  whose  headquarters  and  prin- 
cipal operations  are  here  in  North  Carolina. 

When  I  was  first  asked  to  speak  before  the  Medical 
Society  Meeting,  I  was  not  only  pleased  by  the  invitation, 
but  I  also  recognized  that  here  was  my  opportunity  to  put  the 
shoe  on  the  other  foot . 

For  many  years  now  I  have  been  calling  on  medical  men 
for  help--either  for  myself  or  some  member  of  my  family. 
By  asking  me  here  today,  you  have  at  least  inferred  that  I 
might  reverse  the  process  and  give  you  a  prescription  for 
some  of  the  things  that  might  ail  you. 

I'm  a  little  doubtful  that  my  medicine  will  be  as  effec- 
tive as  the  medicine  that  I  have  gotten  from  your  group, 
but  there's  one  thing  that  I  can  assure  you  of — that  mine 
will  be  more  palatable  than  some  of  the  concoctions  I  have 
gotten  from  some  of  the  members  of  this  group . 

I  have  been  asked  to  tell  you  something  of  Burlington 
Mills  and  the  textile  industry,  and  how  they  handle  their 
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public  relations.   Although  we  are  not  satisfied  that  we 
are  doing  the  best  possible  job,  we  hope  that  you  can  get 
from  our  experiences  some  helpful  suggestions. 

The  medical  profession  and  the  textile  industry  have 
many  areas  of  common  interest.   We  are  both  working  against 
a  common  background  as  we  resist  certain  social  changes, 
which  we  don't  feel  are  desirable.  Industry  is  trying  to 
bolster  up  and  keep  alive  the  system  of  free  enterprise. 
In  other  words,  we  are  resisting  socialized  Industry.  You 
in  turn  are  trying  to  maintain  the  free  enterprise  system 
as  you  resist  socialized  medicine. 

We  are  also  mutually  interested  In  public  relations — 
a  subject  we  hear  much  about  today.   It  is  not  something 
new,  as  we  have  always  had  public  relations  to  deal  with. 
As  our  society  has  become  more  complex,  more  emphasis  has 
necessarily  had  to  be  placed  on  this  important  activity. 

I,  like  many  of  you,  was  reared  in  a  small  North 
Carolina  community.   Thirty  or  forty  years  ago  in  these 
communities  the  relationship  with  the  family  doctor  was  a 
simple,  intimate  relationship.  We  spoke  of  him  as  being 
a  good  doctor  or  referred  to  his  pleasing  bedside  manner, 
but  no  one  ever  referred  to  his  public  relations.  The 
small  cotton  mill  in  my  home  town  was  organized  and  finan- 
ced by  local  citizens  and  the  machines  were  run  by  employees 
who  came  in  from  the  surrounding  farms.   It  was  referred  to 
as  "our  mill",  and  It  furnished  livelihood  for  many  of  the 
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families  of  our  community.   People  would  mention  the  stock 
of  this  company  as  a  sound  investment  or  they  would  refer  to 
it  as  a  good  place  to  work,  but  no  one  ever  stopped  to  ana- 
lyze whether  or  not  the  mill  had  good  public  relations. 
During  the  past  thirty  years,  many  changes  have  taken  place 
in  our  society,  and  our  way  of  doing  business.  We  have 
become  departmentalized  and  specialized  in  our  operations 
and  today  any  business  of  any  size  has  men  specialized  in 
public  relations,  employee  relations,  finance,  etc. 

There  are  a  lot  of  different  definitions  that  you  hear 
of  public  relations .  And  we  have  heard  some  of  them  here 
today  that  are  considerably  good.   One  of  them,  one  that  I 
like,  one  that  is  simple,  is  that  public  relations  is  the 
art  of  doing  good  and  getting  credit  for  it.   Good  deeds 
do  not  always  necessarily  speak  for  themselves.  Sometimes 
it  is  advisable  to  call  attention  to  them.   First,  we  must 
do  good.  Then  we  must  put  our  best  foot  forward. 

You  of  the  medical  profession  and  we  of  the  textile 
industry  have  much  that  we  can  point  to  with  pride.  Both 
groups  recognize  that  we  are  not  doing  the  good  job  that 
we  would  like  to  do,  but  our  record  of  the  past  twenty-five 
years  or  more  has  been  one  of  tremendous  progress  as  we  have 
tried  to  meet  the  conditions  of  a  changing  economic  situation 
and  to  render  a  worthwhile  service  to  society. 

You  need  not  be  reminded  of  the  great  progress  that 
has  been  made  in  the  field  of  medicine.  You  know  the  story 

...35 


-  36  - 
better  than  I  do.   I  would  like  to  mention  briefly,  however, 
some  of  the  things  that  have  taken  place  in  the  past-  twenty- 
five  years  in  the  textile  industry. 

Today,  in  the  State  of  North  Carolina,  tne  textile 
industry  furnishes  us  our  largest  industrial  pay  roll.  Giv- 
ing employment  to  around  a  quarter  of  a  million  people .  The 
poorly-ventilated,  the  poorly-lighted  mills  and  the  inadequate 
housing  of  the  mill  village  of  a  quarter  of  a  century  ago  have 
been  replaced  with  modern  lighting  and  modern  ventilation, 
home  ownership  for  the  employees  of  the  mill,  etc.  Today  the 
health  of  the  mill  workers  is  guarded  by  sanitary  working 
conditions,  safety  programs,  rest  periods,  engineered  work 
assignments,  sickness  insurance,  etc. 

what  I  shall  say  about  public  relations  for  Burlington 
Mills  would  apply  to  any  typical  Southern  textile  company. 
Our  activities  and  our  problems  in  the  field  of  public  re- 
lations are  very  much  the  same . 

Many  people,  when  they  think  of  public  relations,  feel 
that  all  you  have  to  do  is  to  hire  a  good  public  relations 
man  and  set  up  a  formal  public  relations  program.  This  is 
not  the  case.   The  character  of  a  man  or  of  the  company  is 
what  he  really  is.   A  man's  reputation  is  what  the  public 
thinks  he  is .   A  good  public  relations  man  can  coach  a  com- 
pany in  the  development  of  his  character  and  he  can  be  of 
great  help  in  establishing  its  earned  reputation.  The 
building  of  a  company's  character  and  reputation—public 
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relations  If  you  please--Is  not  something  that  can  be  dele- 
gated but  is  the  responsibility  of  every  member  of  the  team. 
It  is  something  that  must  be  woven  from  the  warp  and  weft  of 
our  day-to-day  actions  and  relations  with  the  public  on  a  twenty- 
four-hour  per  day  basis  and  at  every  point  of  contact. 

Burlington  Mills,  as  some  of  you  know,  is  a  textile  com- 
pany, chain  of  textile  plants.  We  are  operating  presently 
seventy-three  textile  plants,  located  In  forty- three  communi- 
ties and  in  four  foreign  countries .  We  employ  around  thirty- 
five  thousand  people.  We  have  seventeen  thousand  stockholders, 
who  come  from  every  state  in  the  union  and  eleven  foreign 
countries.  We  produce  each  year  around  three -hundred -million 
dollars  worth  of  textile  materials  for  wearing  apparel  for 
both  men  and  women  and  also  for  household  and  industrial 
uses . 

Our  contacts  with  the  public  and  our  public  relations 
opportunities  fall  into  four  general  groups:   1.  The  com- 
munity in  which  we  have  plants  and  offices;   2.   The  thirty- 
five  thousand  employees  who  work  in  our  plants:   3°  The 
seventeen  thousand  stockholders  who  have  invested  their  money 
with  us  and  who  own  the  company;  and  4.  The  thousands  of 
customers  who  buy  our  products . 

Briefly,  I  would  like  to  comment  on  each  of  these  groups. 

1.  Mutual  relations  has  been  mentioned  here  by  both  of 
my  predecessors  on  this  program.  It's  Important,  as  we  all 
recognize.   As  we  operate  in  some  fifty  communities,  It  Is 
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important  that  we  have  good  relationship  with  the  local  civic 
governments  and  with  the  citizens  of  these  communities.   As 
we  operate  in  a  community,  we  try  to  play  the  part  of  a  good 
citizen  and  be  a  friendly  neighbor.  We  encourage  our  em- 
ployees and  particularly  our  leaders  to  take  an  interest  in 
the  local  churches,  the  schools,  the  civic  clubs,  the  local 
government,  and  other  civic  activities.  We  try  to  do  our 
part  when  it  comes  to  charitable  contributions  to  the  various 
worthy  cause  of  the  community. 

Our  buildings  and  grounds  are  maintained  on  the  basis 
that  local  citizens  point  with  pride  to  our  mills.  We  want 
the  local  folks  to  have  an  interest  in  our  plant.  From 
time  to  time  we  have  open  house,  in  which  folks  of  the  com- 
munity are  invited  in  as  our  guests  to  inspect  our  plants 
and  operations .  Our  local  management  is  encouraged  to  work 
closely  with  radios  and  newspapers  from  the  standpoint  of 
company  news . 

2.   Our  thirty-five  thousand  employees  are  our  best  pub- 
lic relations  salesmen.  If  they  are  happy  with  their  jobs, 
they  are  constantly  saying  so  as  they  come  in  contact  with 
the  butcher  and  baker  and  their  friends  on  the  street. 

A  content  and  happy  group  of  employees  working  for  a 
company  is  not  only  good  employee  relations,  it  is  also 
good  public  relations.  Many  things  go  to  make  up  the  high 
morale  among  employees  of  a  company.   The  physical  condition 
of  the  place  where  the  employee  spends  his  working  time  is 
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important.  Modern  textile  plants  today  are  air-conditioned, 
well-lighted,  and  provide  sanitary,  safe  and  healthful  physical 
surroundings .   Tools  and  machinery  that  he  is  given  to  work 
with  must  be  efficient  and  competitive.  His  work  assign- 
ment must  be  engineered  on  a  basis  that  will  give  him  a  full 
job  with  maximum  pay  possibilities,  but  does  not  over-tax  his 
strength.  His  wages  must  be  a  fair  day's  pay  for  a  fair  day's 
work. 

In  order  to  protect  the  individual  against  the  unex- 
pected, most  companies  provide  free  insurance  against  sick- 
ness, accident,  or  death.  Paid  vacations  and  Christmas  bo- 
nuses are  some  of  the  indirect  benefits  that  accrue  to  the 
worker . 

In  addition  to  the  tangible  things  that  make  up  a  work- 
er's job,  there  are  many  intangibles  that  are  equally  as  im- 
portant. The  individual  expects  to  receive  fair  treatment 
and  to  have  his  individual  rights  respected.  He  likes  to  be 
kept  informed  about  the  company  he  works  for  and  of  its  ac- 
tivities and  to  have  a  sense  of  belonging.  In  Burlington  Mills 
we  have  a  personnel  department  specializing  in  this  area,  and 
through  our  employee  magazine,  group  meetings,  the  Open  Door 
policy  for  making  suggestions  and  airing  grievances,  we  have 
built  up  an  esprit  de  corps  that  we  consider  one  of  our  most 
valuable  assets . 

Our  loyal  group  of  employees  who  operate  our  plants  is 
not  only  an  asset  from  the  standpoint  of  the  operation  of  the 
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machinery,  but  constitutes  one  of  our  finest  public  rela- 
tion tools .  We  like  to  feel  that  our  employees  are  proud 
to  be  a  part  of  Burlington  Mills  organization,  and  that 
they  are  constantly  boosting  their  company  to  their  neighbors 
and  their  friends  as  they  see  them  both  on  and  off  the  job . 

Last  Saturday,  I  had  the  privilege  of  sitting  with 
several  of  you  here  who  had  been  asked  to  gather  at  Chapel 
Hill  by  President  Gordon  Gray  to  serve  on  a  committee  to 
make  a  study  of  Financing  of  Hospital  Care.  As  each  of  the 
first  ones  talked  to  that  group  and  had  comments  to  make, 
I  couldn't  help  but  be  interested— probably  because  I  knew 
I  was  going  to  be  with  you  today  talking  on  the  subject-- 
in  the  number  of  comments  that  were  being  made  about  pub- 
lic relations.  Preference  was  made  as  to  the  effect  on 
public  relations  of  such  things  as  a  grouchy  receptionist 
or  a  disinterested  nurse  or  bad  meals  in  the  hospital, 
etc. 

So  I  saw  from  that  little  meeting  Saturday  that  you 
folks  were  conscious  of  public  relations,  and  you  are  re- 
cognizing public  relations  opportunities  from  your  direct 
employees  the  same  as  industrial  companies  recognize  the 
opportunity. 

3-  Burlington  Mills'  stockholder  relations  is  also  im- 
portant.  As  I  said  before,  we  have  some  seventeen  thousand 
stockholders,  located  in  every  state  in  the  union  and  in 
several  foreign  countries.   A  stockholder's  primary  consideration 
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is  to  get  a  return  on  his  investment.  For  the  stockholder 
to  be  satisfied,  it  is  necessary  that  the  mill  operate  the 
business  on  a  profitable  basis  and  pay  the  stockholder  a 
reasonable  return  on  his  investment.   A  satisfied  stock- 
holder takes  pride  in  his  investment  and  likes  to  be  in- 
formed of  what  his  company  is  doing.  Through  dividend  fol- 
ders, annual  statements,  and  other  means  of  communication, 
our  company  tries  to  keep  the  stockholders  informed  not 
only  of  our  financial  results  but  our  future  plans  and 
our  operations  generally.  Seventeen  thousand  satisfied 
stockholders  are  a  tremendous  public  relations  asset  as 
they  touch  public  life  throughout  our  entire  country. 

4.  You  have  heard  it  said  that  a  satisfied  customer 
is  the  best  endorsement  for  any  product  or  for  any  company. 
Through  our  diversified  production  we  serve  the  public  in 
almost  every  walk  of  life.  As  we  have  grown  and  expanded 
our  production, we  have  tried  to  make  our  products  more  ser- 
vicable  and  more  attractive.  In  order  to  increase  our 
business  we  have  constantly  striven  to  make  these  products 
more  economically  so  we  can  sell  them  at  lower  prices.   As 
we  have  lowered  our  prices,  we  have  made  our  products  avail- 
able for  more  people  to  enjoy.  Our  satisfied  customers 
are  our  most  important  public  relations  opportunity. 

As  you  have  gathered  from  these  brief  remarks,  Burling- 
ton Mills  considers  public  relations  the  responsibility  of 
every  member  of  the  team.  It  is  a  job  at  which  we  must  work 
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seven  days  a  week.   A  specialized  public  relations  depart- 
ment is  helpful,  but  the  important  job  of  public  relations 
cannot  be  delegated  to  any  one  person  or  to  any  one  depart- 
ment in  the  company. 

In  conclusion,  let  me  refer  again  to  my  remarks  about 
our  common  interest  in  the  free  enterprise  system.  I  am 
afraid  that  most  of  us  when  we  speak  of  the  free  enterprise 
system  are  thinking  of  the  privileges  and  freedom  of  indi- 
vidual action  under  the  competitive  system  that  has  done  so 
much  to  make  our  country  great .  We  must  not  overlook  the 
fact  that  along  with  these  liberties  and  freedoms  go  very 
definite  responsibilities. 

Under  the  free  enterprise  system  a  company  has  the 
right  to  make  any  product  it  can  sell,  but  if  that  product 
is  not  attractive,  servicable  and  economically  produced  and 
priced,  the  customer  is  free  not  to  buy  your  product  but  to 
buy  the  product  of  a  competitive  company. 

If  a  company  or  an  Industry  in  the  exercise  of  free 
enterprise  exploits  its  help  by  paying  them  sub -marginal 
wages,  requiring  their  employees  to  work  in  unsafe  and  un- 
sanitary surroundings,  our  government  has  the  right  to  step 
in  and  regulate  our  working  conditions.  In  other  words,  if 
a  company  is  to  enjoy  the  free  enterprise  system,  it  must 
also  accept  the  responsibility  of  meeting  the  needs  of  the 
society  that  it  serves.  The  same  is  true  of  the  medical 
profession. 
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If,  as  you  enjoy  the  freedom  under  which  you  operate 
today  you  fail  to  meet  your  obligations  to  society,  you 
will  be  faced  with  regulations  in  some  form  or  other,  be 
it  socialized  medicine  or  something  else.  Make  no  mis- 
take about  it;  if  you  or  I  or  anyone  else  fails  his  obli- 
gations, change' — and  generally  an  undesirable  change-=is 
inevitable . 

I  referred  earlier  to  public  relations  as  the  art  of 
doing  good  and  getting  credit  for  it.  The  medical  profes- 
sion, Burlington  Mills,  and  the  textile  industry  have  much 
of  which  we  can  boast,  and  we  would  be  delinquent  if  we 
did  not  keep  the  public  informed  of  our  accomplishments . 
We  must  take  advantage  of  every  opportunity  to  build  a  more 
understanding  and  cooperative  attitude  towards  our  problems 
and  our  objectives. 

In  this  way,  we  *can  build  better  relations  with  the 
public  as  we  go  about  our  job  of  meeting  our  responsibili- 
ties to  society. 

Thank  you! 

APPLAUSE  1 1 ! 
DR.  KOONCE: 

Thank  you,  Mr.  Cowan!  I 

Mr.  Cowan  stated  that  a  man  is  as  good  as  the  public 
thinks  he  is .  Certainly  in  the  private  practice  of  medi- 
cine many  of  us  know  in  our  own  experience  men  who  are  bril- 
liant, who  have  medical  knowledge  and  the  medical  technique, 
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but  who  can't  sell  themselves  or  their  product  to  the  public. 
The  public  has  got  to  like  what  you  have,  as  well  as  have 
confidence  in  it. 

Our  next  speaker,  Mr.  Stanley  C.  Hope,  President  of 
Esso  Standard  Oil  Company,  in  New  York,  was  inavoidably  de- 
tained in  Washington,  D.  C.  His  plane  was  grounded. 

But  we  have  a  very  good  substitute,  Mr.  E.  S.  Diggs, 
Southern  Region  Manager  of  Esso  Standard  Oil  Company. 

I  give  you  Mr .  Diggs . 
MR.  DIGGS: 

Mr.  Chairman,  Ladies  and  Gentlemen,  Dr.  Koonce  has 
told  you  that  Mr.  Hope  was  detained  in  Washington  because 
of  the  weather .  He  asked  me  to  give  you  his  regrets .  I 
know  it  was  his  absolute  intention  to  be  here . 

Of  course,  I  have  a  feeling  that  perhaps  some  of  you 
have  a  little  distaste  for  some  of  the  present  climate  in 
Washington! 

I'm  going  to  digress  just  a  moment  and  perhaps  take  a 
bit  of  the  seriousness  from  this  group  and  tell  you  a  story 
of  another  convention  I  attended  in  Chicago — the  Convention 
of  Pickpockets: 

It  seems  that  at  this  convention  all  of  the  champion 
pickpockets  were  there .  Pickpockets  from  the  East  and  pick- 
pockets from  the  West.   And  as  it  turned  out,  the  champion 
pickpocket  from  the  West  was  a  lady,  and  the  champion  pick- 
pocket from  the  East  was  a  man.  Both  were  quite  attractive. 
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These  two  champions  met  each  other,  and  decided  that  if  they 
happened  to  get  married  and  had  some  children,  that  at  least 
one  of  them  would  inherit  the  skill  of  both  and  would  turn  out 
to  be  an  international  champion . 

And  so  they  were  married,  and  as  time  went  along  a  baby 
boy  was  born  to  them.  But  to  their  utter  disappointment 
the  child  was  born  with  a  clubed  hand.  They  were  tremen- 
dously distressed,  because  they  looked  forward  to  the  fact 
that  this  child  would  inherit  the  skill  and  technique  of 
both  and  they  could  expect  him  to  be  a  world-wide  champion. 

Well,-  the  attending  physician  saw  the  dilemna  they 
were  in,  and  how  disappointed  they  were.  And  being  a 
humane  doctor,  he  thought  perhaps  he  might  help  them  a  bit. 
So  he  told  them  that  the  medical  profession  had  progressed 
tremendously  in  recent  years  and  that  certainly  such  sur- 
geons, as  plastic  surgeons,  might  be  able  to  help  the  child. 
So  he  said  to  them: 

"Let  me  see  the  baby's  hand." 

And  he  looked  at  the  hand .  He  took  the  thumb  and 
pressed  out  one  finger  and  then  pressed  out  the  other  finger, 
and  he  was  getting  along  so  well,  he  pressed  out  the  other 
two  fingers,  and  then  he  looked,  and  lo  and  behold,  there 
was  the  nurse's  necklace! 

I'm  sure  I  can't  perform  any  such  miracles  when  it 
comes  to  discussing  public  relations . 

But  along  those  lines,  I  say  to  my  colleagues,  it's 
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the  first  time  in  my  life  that  I  have  had  the  privilege 
of  being  on  the  stage  with  three  presidents.  I'm  going  to 
at  least  give  you  some  of  our  ideas  as  to  our  approach  to 
public  relations . 

I  would  like  to  say  first  that  my  company  has  been  a 
citizen  of  North  Carolina  for  many,  many  years  and  I  doubt 
if  there  is  a  community  in  the  state  where  Esso  products 
are  not  for  sale.  So  it  goes  without  saying  that  rela- 
tions we  enjoy  with  the  citizens  of  North  Carolina  and 
with  the  people  wherever  our  name  is  known  is  of  utmost 
and  of  paramount  importance  to  us . 

I  do  not  propose  talking  to  you  about  the  techniques  of 
public  relation  work,  about  the  particular  tools  which  are 
used  in  our  efforts  to  make  ourselves  better  known  to  more 
people.  I  would  like  to  tell  you  something  about  the  basic 
thinking  in  Esso  Standard  Oil  Company  and  in  the  companies 
affiliated  with  it,  and  of  our  fundamental  approaches  to  the 
problem. 

First,  however,  it  seems  to  be  in  order  to  try  to 
define  for  you  just  what  we  hope  to  accomplish,  just  what 
our  objective  is.  Many  men  have  given  many  definitions. 
But  it  seems  to  me  that  what  all  of  us  in  industry  are  striv- 
ing for  is  to  secure  and  perpetuate  the  political  and  social 
climate  in  which  privately-owned  enterprises  can  be  privately 
managed  and  permitted  to  earn  a  profit. 

It  is  no  news  to  you  to  be  told  that  there  is  a  large 
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and  possibly  increasing  number  of  people  in  our  country 
who,  while  protesting  their  faith  in  America  and  giving  ser- 
vice to  the  institutions  that  have  made  it  great,  would 
none  the  less  like  to  publicly  plan  our  industrial  growth 
just  as  they  would  like  to  publicly  plan  the  future  of  our 
educational  institutions  and  our  medical  health  services. 

How  can  we  best  beat  their  propoganda  and  make  people 
realize  the  character  and  value  of  our  free  institutions? 
The  answer,  I  think,  can  be  stated  in  fairly  simple  terms. 
If  you  were  to  ask  yourselves  as  medical  men  what  you  could 
do  to  preserve  and  improve  the  medical  profession  in  our 
social  life,  I  feel  quite  sure  that  you  would  say  by  better 
training,  extended  research  and  diligent  practice  to  be- 
come better  and  better  doctors,  and  to  continue  to  main- 
tain the  high  ethical  standards  that  the  public  has  learned 
to  expect  from  your  profession. 

The  business  and  industrial  segment  of  our  society, 
and  particularly  that  part  of  it  which  is  represented  by 
the  large  corporation,  must  face  up  to  the  same  question 
and  must  answer  it  affirmatively.   Privately-owned  and 
privately-managed  business  must  demonstrate  that  it  has  a 
place  in  society  that  could  not  otherwise  be  filled,  that 
it  is  aware  of  its  responsibilities,  and  get  public  recog- 
nition of  this.  We  must  try  to  be  better  and  better  busi- 
nessmen and  to  show  to  the  public  by  day  to  day  actions 
that  we,  too,  have  ethical  standards  upon  which  people  can 
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depend. 

Mr.  Cowan  has  said  that  a  definition  of  good  public 
relations  is  that  it  must  consist  of  good  conduct  and  get- 
ting credit  for  it-  Quite  obviously  the  "good  conduct" 
must  come  before  the  "credit" . 

For  many  years  a  simple  definition  of  the  industrial 
process  has  been  the  employment  of  men,  money  and  materials 
to  manufacture  goods  for  the  market .  We  now  realize  that 
there  are  always  at  least  two  end  products  which  any  large 
Industrial  enterprise  makes  and  distributes—goods  and 
social  relationships—and  that  our  responsibilities  are  not 
only  to  the  groups  who  furnish  us  money  and  man  power  and 
who  buy  our  goods  but  to  the  total  society. 

You  will  agree  with  me,  I  am  sure,  that  the  problem  of 
making  the  public  see  that  more  and  more  businessmen  are 
coming  to  recognize  this  responsibility  to  the  total  society 
is  not  easy.  The  prime  motive  of  men  who  are  engaged  in 
commercial  ventures  is  to  make  a  profit  for  themselves.  That 
was  the  sole  motive  of  enterprises  a  few  decades  ago.  Many 
men,  perhaps  the  majority,  still  see  business  against  the 
background  of  the  time  of  commercial  pioneering  when  present- 
day  standards  of  corporate  responsibility  were  not  even 
dreamed  of.   People  are  still  inclined  to  think  of  the  busi- 
nessman as  solely  engaged  in  chasing  a  fast  buck  in  the  mar- 
ket place. 

In  the  case  of  the  large  corporation  such  as  ours  some 
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people  still  visualize  it  as  it  appears  on  a  simple  orga- 
nization chart,  with  a  large  block  labeled  "shareholders", 
from  which  is  appended  a  neat  square  labeled  "directors" 
and  branching  down  from  there  are  executive  officers  and 
other  personnel.  With  such  a  concept  in  mind,  it's  natural 
perhaps  to  conclude  that  these  people  feel  responsible  to 
them  and  to  their  interests  only,  and  that  this  responsi- 
bility is  to  earn  the  highest  possible  profits  even  though 
this  means  resisting  the  claims  of  labor  for  reasonable 
wages  and  of  customers  for  improved  products  at  reasonable 
prices . 

This,  of  course,  is  far  from  the  facts.  The  large 
business  enterprise  must  be  concerned  with  long-range 
planning.  To  maintain  its  competitive  position  and  to  grow 
with  the  community  it  must  engage  in  extensive  research, 
the  rewards  of  which  may  not  mature  for  many  years .  Even 
in  times  of  inflation  such  as  these,  it  must  be  prepared 
to  replace  equipment  that  may  become  obsolete  long  before 
it  is  worn  out.  It  must  continue  to  make  capital  Invest- 
ments that  increase  productivity,  which,  of  course,  is  the 
only  way  by  which  the  real  income  of  people  and  nations  can 
be  increased . 

This  is  to  say  that  profits  of  the  corporation  do  not 
accrue,  except  In  the  narrow  accounting  or  legalistic  sense, 
to  the  sole  benefit  of  the  shareholders,  but  are  a  social 
divident  accruing  to  the  benefit  of  the  total  society. 
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Investors  have  come  to  realize  that  public  approval  is  as 
essential  to  the  continued  existence  of  our  large  corpora- 
tions as  is  adequate  capital  and  that,  in  the  long  run, 
their  interests  and  the  interests  of  the  community  coin- 
cide. 

Like  all  modern  business  establishments,  we  recog- 
nize that  we  have  a  special  responsibility  to  our  employees, 
to  the  men  and  women  who  give  their  time  and  energies  to 
the  enterprise  and  who  may  look  to  it  for  security  and  for 
many  of  the  inner  satisfactions  essential  to  a  well  adjusted 
life. 

It  is  the  responsibility  of  the  corporation  to  provide 
not  only  adequate  wages,  vacations,  and  various  benefits 
that  have  become  accepted  as  a  part  of  our  industrial  struc- 
ture, but  to  keep  in  mind  at  all  times  the  importance  of 
human  dignity,  the  right  of  the  worker  to  respect  and  con- 
sideration. It  is  a  grave  responsibility  to  see  that  those 
with  ability  and  ambition  are  furnished  opportunities  for 
maximum  usefulness.  We  recognize  the  responsibility  to 
see  that  such  employees  are  offered  on  and  off -the -job  oppor- 
tunities to  improve  their  knowledge  and  skills  to  the  end 
that  they  can  advance  to  more  useful  and  better  paying  posi- 
tions.  A  healthy  employee  is  not  only  more  efficient,  but 
a  happier  employee,  and  so  we  undertake  research  in  indus- 
trial hygiene  to  determine  and  forestall  occupational  hazards . 
The  maintenance  of  plant  dispensaries  and  the  availability  to 
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employees  of  periodical  physical  examinations  results  many 
times  in  the  early  discovery  of  disorders.  In  such  cases 
the  employee  may  seek  your  medical  or  surgical  help  much 
sooner  than  he  otherwise  would  with  the  consequent  greater 
probability  of  a  quick  and  complete  recovery. 

Let  no  one  think  that  I  am  advocating  "paternalism" . 
We  are  in  business  to  make  and  market  goods  at  a  profit. 
An  industrial  welfare  "state"  could  be  as  objectionable  as 
a  political  one.  What  I  am  emphasizing  is  that  the  modern 
corporation  realizes  that  over  the  long  pull  it  can  profit 
best  if  it  also  concerns  itself  with  other  values,  one  of 
which  is  to  make  possible  a  satisfactory  and  satisfying  way 
of  life  for  its  employees . 

A  third  group  to  which  we  have  a  direct  responsibility 
is  our  customers,  the  consumers  of  our  goods.  This  is  an 
evident  responsibility.   The  customer  is  the  boss.  He  is 
the  judge,  the  jury  and,  when  he  wishes  to  be,  the  execution- 
er. To  use  a  slang  phrase,  he  is  "in  the  driver's  seat", 
which  is  a  particularly  apt  expression  when  related  to  our 
business . 

Unless  the  customer  believes  that  a  product  is  a  useful 
product  that  fills  a  need  and  is  priced  reasonably  as  com- 
pared with  other  similar  products,  he  is  at  liberty  to  pur- 
chase another  product  or  withdraw  from  the  market.  In  our 
case,  gentlemen,  "In  the  driver's  seat"  seldom  has  to  go  very 
far  to  find  a  pump  selling  a  competing  product. 
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Through  research,  invention,  capital  investment  and 
more  efficient  plants,  we  produce  more  goods,  improved 
goods  and  new  goods.  Over  a  long  period  of  years,  our  in- 
dustries have  been  able  through  technical  improvements 
and  by  finding  markets  for  by-products  to  produce  these 
goods  at  gradually  declining  prices,   while  this  is 
not  true  of  all  things  at  all  times,  it  is  generally  so. 

Even  today,  under  great  inflationary  pressures,  ris- 
ing prices  make  headlines  but  the  principle  of  constantly 
increasing  production  is  still  with  us  and  is  what  has 
made  our  constantly  rising  standard  of  living  possible. 
In  my  own  business,  which  has  no  immunity  to  the  infla- 
tionary pressures  that  surround  all  of  us,  product  prices 
have  advanced  over  the  last  half  dozen  years,  yet  we  find 
that  the  price  of  a  gallon  of  gasolene  at  retail,  exclud- 
ing increases  in  direct  taxes,  is  now  just  about  what  it 
was  twenty-five  years  ago  and  the  average  quality  of  gaso- 
lenes has  improved  about  fifty  percent.   In  other  words, 
two  gallons  of  gasolene  today  will  do  the  work  that  it 
took  three  gallons  to  do  twenty-five  years  ago. 

It  is  a  responsibility  to  the  customer  to  provide  a 
flow  of  supplies  of  the  kind  and  quality  needed  by  the 
economy,  and  it  is  the  customer  who  determines  what  he 
wants  and  what  he  proposes  to  use  it  for.  One  of  the  great 
problems  in  my  company  and  of  the  oil  industry  has  been  the 
growing  demand  of  the  American  public,  particularly  in  the 
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post-war  years,  for  automatic  heat.  Today's  home  builder 
regards  automatic  central  heat  to  be  as  essential  as 
automatic  refrigeration,  and  the  oil  industry  has  been 
called  upon  to  fuel  the  great  majority  of  these  heating 
plants.  This  has  resulted,  in  a  relativelj*-  short  period  of 
time,  in  changing  the  petroleum  industry  from  one  where  the 
peak  demand  was  in  mid-summer  to  one  where  the  peak  occurs 
in  mid-winter  and  has  required  a  readjustment  of  manufac- 
turing techniques  and  distribution  patterns . 

At  times,  to  cope  with  the  rather  phenomenal  increase, 
we  have  had  to  do  many  uneconomic  things,  but  we  have  also 
had  to  realize  that  our  responsibility  to  the  consumer  was 
a  clear  one  and  that  we  could  not  withdraw  from  a  market 
merely  because  it  was  temporarily  unprofitable  to  serve  it. 

I  mention  our  responsibilities  to  investors  in  the 
business,  to  the  worker  in  the  organization,  and  to  the 
consumer  of  our  products.  Our  relationship  with  these  three 
groups  is  a  close  and  direct  one.  If  differences  arise, 
they  can  find  ready  expression.  But  our  responsibilities 
do  not  end  there .  Our  responsibilities  extend  to  the  total 
society  in  which  we  exist .  Men  and  women  everywhere  are  in- 
terested in,  and  quite  properly,  feel  that  they  may  be  af- 
fected by  the  actions  of  large  corporations.  We  realize 
this  and  carefully  appraise  our  policies  and  practices  in 
the  light  of  public  interest. 

Certainly  we  must  conduct  our  business  to  conform  to 
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national  policies  and  to  the  interests  of  the  communities  in 
which  we  do  business,  and  we  must  recognize  the  fact  that  the 
attitudes  of  the  public  at  large  can  and  do  affect  public  po- 
licy which  in  turn  may  seriously  affect  our  ability  and 
freedom  to  manage  our  business  and  discharge  our  obliga- 
tions as  we  see  them.  To  merit  the  confidence  of  the  nation 
and  gain  the  respect  of  the  general  public ,  we  must  address 
ourselves  objectively  to  national  problems.  If,  as  I  be- 
lieve, in  the  long  run  the  best  interest  of  business  orga- 
nizations correspond  with  the  best  interests  of  the  public, 
then  the  business  managers  should  join  with  public  servants, 
educators,  clergymen,  and  others  in  an  effort  to  find  solu- 
tions to  the  complex  social  questions  that  plague  us . 

On  the  whole  the  men  who  manage  large  business  enter- 
prises are  intelligent,  able,  and  informed  and  are  interes- 
ted in  questions  outside  of  the  direct  conduct  of  their  busi- 
nesses. They  are  not  only  concerned  with  the  affairs  of 
their  immediate  communities,  but  with  the  broad  questions  of 
health,  education,  and  the  general  well-being  of  all  the 
people.   I  believe  that  we  must  take  positions  on  the  impor- 
tant political  and  social  questions  of  the  day.  I  think  we 
should  be  particularly  concerned  with  the  current  problems 
and  agitations  which  may  affect  the  health  and  education  of 
our  children  and  our  young  people .  There  is  in  the  air  many 
disturbing  projects  and  pressures,  and  it  seems  to  me  that 
all  the  citizens  not  only  should  but  must  take  sides;  we 
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cannot  remain  indifferent . 

Among  such  social  questions  are  the  proposals  for  a 
vast  extension  of  Federal  health  and  medical  programs,  of 
Federal  aid  to  schools  and  colleges  with  the  inescapable 
bureaucratic  control  of  the  use  of  such  funds,  the  finan- 
cial status  of  independent  colleges  and  the  public  and  pri- 
vate pressures  being  brought  upon  teachers  to  use  their 
classrooms  to  further  the  interests  of  some  political  or 
social  pressure  group .  I  sincerely  trust  we  find  a  way 
to  relieve  the  profession  of  medicine  and  the  professing  of 
teaching  in  the  hands  of  those  who  have  given  their  lives 
to  training  for  those  professions  and  the  practicing  of 
them. 

To  sum  up,  it  is  our  feeling  that  it  is  the  responsi- 
bility of  business  management  to  find  ways  of  keeping  in 
balance  the  interests — which  from  time  to  time  may  seem 
to  be  in  conflict — of  the  investors,  the  employees,  and  the 
customers.  In  addition,  we  have  the  broad  responsibility, 
which  basically  is  a  patriotic  duty,  to  bring  the  interests 
of  these  three  groups  into  harmony  with  the  overall  public 
interest.   Our  objectives  must  conform  to  and  be  identified 
with  the  common  good.  Unless  we  succeed  in  doing  this,  we 
cannot  hope  to  survive  and  prosper. 

Ladies  and  gentlemen,  you  have  been  very  courteous  in 
your  attention.   I  would  like  to  take  this  opportunity  to 
wish  you  all  a  Merry  Christmas  and  to  say  to  you  that  I 
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hope  you  can  continue  to  pursue  your  profession  with- 
out segmentation,  as,  you  see  fit,  Just  as  long  as  you 
wish  to . 

Thank  you  1 1 1 

APPLAUSE  I  i  I 
DR.  KOONCE: 

Thank  you,  Mr.  Diggs . 

Maybe  I  am  bragging  a  little  bit,  but  I  think  this  is 
a  damn  good  meeting. 

I  don't  like  to  take  any  credit  for  the  meeting,  be- 
cause I  had  very  little  to  do  with  it,  except  to  preside. 
But  I  don't  think  anyone  here  can  conscientiously  walk  away 
from  here  and  say  that  they  did  not  get  a  great  deal  out  of 
it. 

Last  year's  meeting  meant  a  great  deal.  This  year's 
meeting  means  even  more .   I  hope  in  years  to  come  we  can 
have  meetings  which  will  be  even  more  worthwhile . 

Now,  before  we  go  any  further,  I  would  like  to  an- 
nounce again  that  there  are  two  rooms  on  the  third  floor — 
for  the  ladies,  Room  #325 >    and  for  the  gentlemen,  Room 
#323 — if  they  want  to  go  after  this  meeting,  wash  up, 
and  get  their  coats  and  hats .  Then  there  will  be  a  cock- 
tail party  to  which  all  of  you  are  cordially  invited,  in 
this  next  room,  at  5:30* 

Now,  gentlemen,  please  don't  do  as  one  man  did  last 
year.   Room  #325  is  for  the  ladies  and  Room  #323  is  for 
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the  men  I 

We  finished  a  little  bit  early  and  I  think  we've 
got  a  little  bit  of  time.   I  think  the  next  thing  on  the 
agenda  is  discussion. 

I  would  like  to  follow  through  for  about  twenty  min- 
utes, and  I  would  like  to  call  time  at  the  end  of  that 
twenty  minutes  in  order  to  give  us  a  little  free  time  be- 
fore the  cocktail  party.   Let's  have  about  twenty  minutes  in 
which  the  speakers  from  the  floor  can  ask  any  questions  they 
would  like  to  ask. 

Because  the  reporter  here  doesn't  know  most  of  you  pro- 
pie,  it  will  be  appreciated  if  you  will  give  your  name  and 
where  you  are  from  when  you  stand  up. 

Please  consider  the  floor  open  not  only  to  members  of 
the  conference,  but  to  any  other  doctors,  or  laymen  who  are 
here  as  visitors. 

Are  there  any  questions  you  would  like  to  ask? 
DR.  R.  B.  DAVIS,  GREENSBORO: 

Mr.  President,  it  is  not  often  that  I  have  the  oppor- 
tunity to  ask  four  big  men  one  question  at  the  same  time . 

I  would  like  to  know  if  each  and  every  one  of  you  re- 
presented here  have  a  pre-employment  examination,  which  we 
feel  in  the  medical  profession  is  a  tremendous  aid.  I  ima- 
gine you  can  answer  it  pretty  quickly. 
MR.  TURNER: 

We  do  have  in  the  telephone  business,  yes. 
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MR.  COWAN: 

We  have  only  very  partially.   Facilities  are  not  set 
up  throughout.   We  do  in  some  of  our  places,  like  at 
Burlington  Mills,  we  have  a  more  concentrated  group. 
It's  something  very  reliable. 
MR.  TURNER: 

Let  me  say  that  in  very  small  places  we  do  not.  We 
carry  it  as  far  as  we  can . 
MR.  DIGGS: 

It's  a  long-time  rigid  rule  with  Esso  Standard  Oil 
Company. 
MR.  LIPSCOMB: 

It's  a  rule  with  Lever  Brothers  Company. 
DR.  KOONCE: 

Are  there  any  other  questions? 
DR.  J.  D.  STROUD,  CHARLOTTE: 

This  is  not  intended,  as  I  state,  but  I'm  wondering 
if  the  speakers,  being  laymen  and  in  business,  feel  that 
the  medical  profession  is  penalizing  itself  because  it 
is  sticking  to  this  non-advertising  policy. 

Do  you  think  we  are  hurting  our  public  relations  work 
by  having  non-advertising? 
DR.  KOONCE: 

Which  speaker  are  you  addressing  it  to? 
DR.  STROUD: 

To  the  speaker  for  the  telephone  company. 
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MR.  TURNER: 

I  would  hate  to  see  the  doctors  do  that.   I  think  in 
that  respect,  what  you  are  doing  is  quite  ample.  I  think 
you  are  trying  to  get  associated  with  a  lot  of  quacks  when 
you  go  to  doing  a  lot  of  advertising. 
MR.  COWAN: 

I  personally  don't  know  all  the  background  for  your 
reasons;  I  think  I  know  generally.  I  would  say  off-hand 
that  I  would  subscribe  to  your  present  policy  on  it.  I 
don't  think  necessarily,  though,  you  have  to  put  an  ad  in 
the  paper.  As  I  have  tried  to  say  in  my  talk,  put  your 
best  foot  forward  and  take  advantage  of  the  good  things  you 
are  doing.  I  think  from  inside  out,  through  the  various 
contacts  you  have — 
DR.  STROUD: 

I  said  the  question  backwards.  What  I'm  wondering  is, 
Is  the  public,  by  the  public  relations  set-up  that  we  are 
using,  getting  the  ideas  that  the  doctors  are  advertising; 
and  are  they  opposing  us  because  of  that  fact? 
MR.  COWAN: 

I  haven't  seen  evidence  of  it  personally.   My  obser- 
vation may  be  limited.   I  have  seen  no  indication  of  it  in 
my  observations . 
MR.  DIGGS: 

The  public  at  large  is  not  acquainted  with  socialized 
medicine,  as  opposed  to  what  they  would  get  from  you  gentlemen 
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as  Individuals,  and  I  would  think  that  they  ought  to  be  in- 
formed.  I  certainly  don't  see  any  reason  why  they  should 
take  an  antagonistic  stand  from  what  the  profession  missed, 
if  the  profession  told  the  public  both  sides  of  the  fee  ques- 
tion. 
MR.  LIPSCOMB: 

I  wouldn't  be  in  favor  of  a  professional  man  adver- 
tising his  services,  but  I  don't  see  any  objections  to  a 
profession  doing  good  and  getting  credit  for  it,  as  Mr. 
Cowan  says.   I  think  the  profession  should  let  the  people 
know  the  good  things  about  the  professional  activities.  I 
haven't  seen  any  indication  of  professions  damaged  by  put- 
ting it  on  the  table . 
DR.  HENDERSON  IRWIN,  EUREKA: 

Might  I  add  something  to  this: 

I  don't  think,  and  hope  I  never  will  see  doctors 
start  advertising,  but  don't  you  think  that  doctors  have 
been  a  little  too  modest  or  a  little  too  retiring  in  tak- 
ing parts  in  such  things  as  school  activities,  being  on 
the  school  boards,  making  talks  at  the  schools  that  would 
help  the  health  conditions  of  the  pupils  and  help  the  dis- 
ciplinary problems  of  the  school?  I  think  we  would  be- 
come more  public  related,  if  you  want  to  use  that  term, 
to  the  public  generally  if  we  took  a  more  active  part  and 
gave  a  little  more  time  to  those  things  instead  of  adher- 
ing directly  to  our  profession. 
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DR.  KOONCE: 

I  don't  think  there  is  a  way  the  medical  profession 
can  be  better  advertised  than  from  the  way  you  just  men- 
tioned. I  have  seen  no  objection  to  extensive  advertising 
of  the  medical  profession  or  individual  advertising. 
DR.  C.  A.  HENSLEY,  ASHEVTLLE: 

I  would  like  to  ask  these-  gentlemen,  starting  with 
Mr.  Turner,  if  they  have  any  ideas  or  can  tell  us  how  we 
might  improve  our  public  relations .   Are  there  any  sug- 
gestions? 
MR.  TURNER: 

Well,  I  think  the  way  the  doctor  just  before  you  en- 
larged on  the  question  that  was  before  us,  is  one  way  that 
it  can  certainly  be  done.  You  find  a  great  many  doctors 
who  do  take  quite  a  prominent  part  in  civic  activities.   I 
have  had  the  feeling  myself  in  coming  up  against  that 
question  with  doctors  that  too  many  of  them  are  entirely 
too  retiring  and,  frankly — and  we  are  talking  right  frankly- 
I  think  doctors  too  often  feel  that  they  are  too  busy  to 
take  an  active  part  in  civic  affairs . 

I  think  the  finest  way  that  you  could  improve  your 
public  relations  would  be  to  take  a  more  active  part  in 
civic  affairs  in  the  communities  in  which  you  live  and  to 
let  the  fact  be  known  that  you  are  interested  to  the 
point  of  where  you  will  contribute  more  of  your  time  to 
the  things  that  are  more  worthwhile  to  the  community.   I 
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think  it  would  be  the  finest  evidence  of  your  willingness, 
of  your  concern,  about  everything  that  pertains  to  things 
worthwhile,  to  have  greater  participation  in  it. 

I'm  pretty  frank  with  you  in  saying  to  you  that  ray 
experience,  that  in  a  town  like  Atlanta  where  I  come  from, 
where  people  are  quite  civic-minded,  where  the  businessmen 
contribute  a  tremendous  amount  of  their  time  to  these  things 
and  the  professional  men  and  particularly  the  doctors  con- 
tribute, we  have  always  felt,  too  little  of  their  time. 

I  know  that  it  can't  be  done  at  all  times  to  the  ex- 
tent you  would  want  it  to  be  done.  I  know  if  some  patient 
is  critically  ill  in  the  hospital,  I  think  that's  where  you 
should  be,  attending  to  that  patient,  but  businessmen  some- 
times have  the  feeling,  frankly,  that  doctors  use  that  to 
an  extent  that  it  shouldn't  be  used.  That  is,  as  an  excuse 
for  not  taking  a  greater  part  in  these  things .   They  take 
an  awful  lot  of  time . 

Businessmen  give  a  lot  of  time  to  these  activities 
and  it  is  the  feeling  to  a  good  many  of  the  businessmen 
that  you  doctors  don't  come  through  and  contribute  as  much 
of  your  time  to  them  as  you  should . 

I  think  if  you  could  contribute  your  time  to  the 
civic  activities,  it  would  be  the  finest  thing  from  the 
public  relations  standpoint  that  you  could  enter  into. 

You  asked  me,  doctor.  I  have  told  you  how  I  feel  very 
frankly . 
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MR.  COWAN: 

It's  always  presumptuous  to  tell  another  man  how  to 
run  his  job  and  I'd  he  hesitant  to  tell  you  how  to  Improve 
your  public  relations. 

I  think  Mr.  Turner  has  made  some  excellent  points  here. 
As  I  tried  to  bring  out  in  my  formal  remarks,  this  thing  of 
public  relations  is  hitting  the  subject  at  every  point  of 
contact.   And  it  is  frequently  the  little  things  that  go  to 
make  good  public  relations  or  poor  public  relations. 

Mr.  Pox  Hunter,  our  manager  over  at  Greensboro,  and  I 
were  talking  last  evening,  and  I  was  talking  about  coming 
down  here .  He  heads  up  our  telephone  set-up  there .   And  he  > 
was  talking  about  how,  when  he  was  a  boy,  he  was  from  a  big 
family  and  his  father  would  send  him  down  to  pay  the  grocery 
bill  on  Saturday  night .   The  groceryman  would  give  him 
a  little  bag  of  candy  or  offer  him  a  drink  on  the  house. 
And  he  pointed  out  how  that,  as  a  public  relations  gesture, 
went  over  with  him  as  a  kid,  and  made  that  groceryman  the 
best  groceryman  in  town.   Of  course,  when  his  mother  sent 
him  with  a  list  he  always  went  to  that  grocery  store,  na- 
turally. 

There  are  some  things  you  might  mention.   We  are  all 
busy  in  our  day-to-day  activities.  We  all  feel  like  we 
are  busier  than  anyone  else. 

One  thing  that  I  think  we  all  notice,  and  that  is  we 
go  to  the  doctor's  office  for  a  three  o'clock  appointment 
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and  he  usually  sees  us  at  four  o'clock.  That's  one  of  the 
little  things.   It's  a  big  thing  a  lot  of  times. 

It's  those  things  that  give  you  an  unfavorable  reaction. 
There  are  many  ways,  and.  I  have  no  suggestions,  concrete, 
except  that  it's  something  we  must  be  conscious  of.   Every 
point  of  contact,  whether  it  be  on  the  street,  our  civic 
responsibilities,  in  the  sick  room,  or  in  the  office  or 
wherenot . 
MR.  DIGGS: 

My  mind  seems  to  be  running  to  conventions .   I  heard  a 
story  that  might  be  applicable.  One  of  the  heads  of  our  as- 
phalt departments  went  out  to  a  convention  and  he  took  five 
of  the  salesmen  along  with  him. 

He  was  in  a  hotel  on  one  side  of  the  street  and  they 
were  in  a  hotel  on  the  other  side .   It  was  their  duty  to 
be  selling  our  products  to  these  men  attending  this  asphalt 
convention.  But  he  said  he  went  across  the  street  about 
twelve  o'clock  the  next  day  and  went  up  to  their  room  and 
found  them  all  in  there  in  their  B.  V.  D's.,  drinking  liquor 
and  selling  asphalt  to  each  other. 

I  have  a  feeling  that  perhaps  some  of  that  happens  in 
your  profession.   These  things  you  discuss  among  yourselves 
to  a  great  extent  and  feel  quite  strongly  about  them,  but  they 
don't  get  over  to  the  public. 

In  all  of  the  talks  that  were  made  here  today,  a  good 
deal  of  emphasis  was  put  on  the  fact  that  good  public 
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relations  are  almost  dependent  on  the  feeling  and  morale 
and  expressions  of  the  employees.   Without  that  all  the 
newspapers,  publicity,  and  all  the  discussions  among  our- 
selves wouldn't  avail  us  much. 

So,  in  your  process  of  trying  to  participate  more  in 
civic  activities,  or  lending  yourself,  your  discussions  to 
the  public,  I  don't  think  that  can  be  left  up  to  indivi- 
duals because  if  you  do  that  you  will  find  that  one  or 
two  men  will  carry  the  whole  load. 

Somewhere  in  the  scheme  of  things,  my  suggestion  is 
that  you  have  somebody  to  spearhead  that  idea  and  to  get 
the  fellows  that  are  doing  little  to  do  a  little  bit  more . 
MR.  LIPSCOMB: 

I  think  it  is  probably  a  very  delicate  thing,  and  re- 
lations in  the  medical  profession  are  hesitantly  on  such  a 
very  ethical  plan  that  it  is  difficult  for  us  out  selling 
goods  to  fully  appreciate.  I  haven't  studied  it,  and  I  can't 
make  any  specific  suggestions,  except  for  your  organized 
public  relations  as  such.  As  I  don't  know  what  type  of  or- 
ganized public  relations  you  have  in  your  state  associa- 
tions or  your  national  associations,  if  I  were  starting  from 
the  bottom,  I  would  check  to  see  that  the  objectives  were 
set  right;  find  out  what  I  wanted  to  publicize  for  the 
profession  as  a  whole,  and  have  the  plans  set  up  to  get  those 
things  across  In  a  very  dignified  manner. 
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DR.  KOONCE: 

I  have  tried  to  find  out  for  a  long  time  what  was  the 
matter  with  us,  and  I  think  Mr.  Diggs  has  done  the  job  very 
emphatically. 

We  have  been  setting  around  disorganized,  drinking  the 
wine  of  self -content,  selling  medicine  to  each  other. 
DR.  W.  0.  BEAVERS,  GREENSBORO: 

I  wonder  if  we  should  not  have  a  little  more  education 
in  the  post-graduate  seminary  to  help  us  out  in  problems? 
We  have  a  polio  center  in  Greensboro  with  a  good  bit  of 
local  talent.   I  think  it's  wonderful  the  amount  of  know- 
ledge that  they  have  and  they  gained  it,  of  course,  by  ex- 
perience there  taking  care  of  acute  and  chronic  polio  pa- 
tients . 

I  wonder  if  we  couldn ' t  encourage  and  have  more  cen- 
ters .   That's  just  one.   I  happen  to  have  a  sister-in-law, 
in  Columbia,  South  Carolina,  who  six  weeks  ago  came  down 
with  acute  polio.  She  called  the  doctor,  a  family  physi- 
cian, and  had  him  come  to  see  her,  with  the  proposed  diag- 
nosis that  she  made  herself  of  polio,  but  everything  she 
had  was  paralyzed  up  to  her  shoulders . 

They  finally  got  her  to  the  hospital  and  now  she's  in 
Greensboro,  paralyzed  up  to  her  neck. 
DR.  AMOS  JOHNSON,  GARLAND: 

I  think  the  gentlemen  in  discussing  with  us  their  idea 
of  what  we  might  do  to  better  our  public  relations  were  very 
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kind  to  us .   I  think  perhaps  purposely  so,  they  were.   I 
would  like  to  post  a  question  that  might  apply  to  them,  as 
well  as  to  the  medical  profession: 

I  would  like  to  go  down  the  line  and  ask  if  the  Bell 
Telephone  Company  had  an  exchange  which  habitually  over- 
charged patients  and  rendered  extremely  poor  service  and 
stayed  broken-down;  or  if  Burlington  Mills  had  a  plant  which 
made  an  inferior  grade  of  cloth;  or  if  Standard  Oil  Company 
had  a  distributor  who  permitted  his  customers  to  run  out  of 
gasolene  or  had  a  distributor  who  habitually  over-charged 
them;  of  if  Lever  Brothers  had  a  distributor  who  put  on  his 
own  program  and  over-charged  for  Pepsodent  Tooth  Paste  or 
cut  the  product  and  worked  it  over,  would  they  attack  that 
problem  by  trying  to  better  their  public  relations,  by  ad- 
vertising, or  would  they  go  first  to  the  source  of  the  trou- 
ble? 
MR.  TURNER: 

That  seems  to  be  leading  off  on  these  answers.   There's 
only  one  answer  to  it,  Doctor,  and  that  is  we'd  go  directly 
to  the  source  of  the  trouble.   I  don't  think  we  could  handle 
it  any  other  way.   I  think  we  would  be  right  foolish  trying 
to  build  up  in  that  particular  place  a  good  public  relations 
program  if  that  condition  was  allowed  to  exist.   I  just 
don't  think  we  could  get  anywhere  with  a  public  relations 
program  of  that  sort . 

Our  public  relations,  the  whole  policy,  is  based  first 
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on  good  telephone  service ,  and  if  that  isn't  good  our  pub- 
lic relations  can't  be  good. 
MR.  COWAN: 

Public  relations  is  somewhat  like  the  expression: 
"A  chain  is  no  stronger  than  its  weakest  link."  We  can 
produce  a  thousand  ladies'  slips  or  ladies'  nylon  hose, 
and  maybe  nine-hundred-and-ninety-nine  of  them  will  be 
all  right,  but  if  that  other  pair  doesn't  come  up,  we  hear 
more  about  it  than  all  the  rest  of  them  put  together. 

By  and  large,  I  would  think  that  your  profession  is 
doing  just  the  opposite  from  what  you  might  be  inferring, 
but  it  doesn ' t  take  but  one  or  two  or  very  few  people  to 
cast  a  serious  reflection  on  the  whole  group,  and  I  pre- 
sume that  your  association,  or  whatever  you  have,  does  at- 
tempt to  control  that  because  it  would  be  important . 
MR.  DIGGS: 

Well,  I  can't  follow  quite  the  same  line,  because  you 
raised  the  question  of  price.  We  sell  our  goods  to  people 
who  re-sell  them  to  the  consumer.   As  a  consequence,  legally, 
we  have  no  control,  whatsoever,  on  the  price  which  that  in- 
dividual makes  on  the  goods  that  he  sells. 

I  can  say  this — that  if  he  wasn't  competitive,  he 
wouldn't  sell  much.  He'd  have  to  be  with  a  commodity  like 
ours .  He  would  have  to  maintain  a  price  competitive  with 
other  people  selling  a  like  product. 

Now,  if  he  didn't  grant  good  service,  our  first  job 
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would  be  to  try  to  persuade  him  and  give  him  the  benefit  of 
our  suggestions  as  to  how  he  should  serve  the  public.   If 
we  were  unsuccessful,  we  would  probably  have  a  new  phase  on 
that  situation. 
MR.  LIPSCOMB: 

Well,  I  think  I'll  duct  that  question  by  saying  that 
in  our  company  a  situation  like  that  wouldn't  come  within 
the  realm  of  public  relations  . 

It  would  be  within  sales  policy  or  administrative  po- 
licy.  It  doesn't  come  with  public  relations  policy  at  all 
with  us . 
DR.  KOONCE: 

Our  time  is  about  up.   I  might  say  the  public  is  be- 
coming so  well-educated  of  the  products  of  these  four  gen- 
tlemen, as  well  as  the  products  that  we  are  selling,  that 
I  don't  believe  the  time  will  last  much  longer  that  they 
will  put  up  with  inferior  quality  products . 

I'm  confident  that  if  we  give  the  people  education  and 
teach  them  public  relations  like  we  should,  they  won't  toler- 
ate it . 
MISS  CHARLOTTE  RICKMAN,  LUMBERTON: 

Although  I  am  not  a  doctor  nor  an  industrialist,  I 
have  worked  with  all  of  five  groups  represented  here  today 
during  the  past  year. 

I  have  worked  in  with  the  Bell  Telephone  Company  in 
helping  an  organized  community  to  get  telephone  service . 
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I  have  used  the  excellent  health  education  materials 
produced  by  the  Pepsodent  Company,  which  our  schools  enjoy 
so  much. 

I  have  also  had  the  opportunity  to  work  this  past  year 
with  two  prominent  members  from  Burlington  Mills  in  a  com- 
munity where  they  are  helping  the  doctor  and  other  leading 
citizens  to  build  a  health  center. 

And  I  have  driven  all  over  the  state  with  the  use  of 
my  Esso  credit  card. 

I  do  feel  that  something  should  be  said  just  before  we 
close,  Dr.  Koonce,  about  some  of  the  wonderful  things  that  are 
being  done  by  physicians,  and  I  refer  to  a  County  Medical 
Society,  which  I  have  been  working  with  for  the  past  six 
months .. .that  of  the  Robeson  County  Medical  Society  in  Eas- 
tern North  Carolina . 

This  past  week  they  held  a  meeting  for  all  medical  per- 
sonnel in  Robeson  County.  They  talked  about  teamwork.  They 
talked  about  hospitalization,  immunization,  collection  of  fees, 
and  public  relations,  and  their  hospital;  and  how  all  of  us 
concerned,  could  work  better  as  a  team  to  serve  that  commu- 
nity. 

That  same  medical  society  has  appointed  a  committee 
on  rural  health  and  each  doctor  has  held  meetings  in  his 
community  to  ask  his  people  what  they  thought  their  most  im- 
portant health  problems  were. 

The  doctors  are  also  planning  to  go  out  in  January  and 
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February  to  fifty-eight  community  mass  meetings  to  ask 
people,  how  doctors  can  improve  their  personal  services. 

I'm  so  sorry  to  take  up  time,  Mr.  Koonce,  but  I  think 
all  of  you  are  doing  some  wonderful  things,  and  I  had  to 
talk  about  a  few  of  them. 
DR.  KOONCE: 

Thank  you ! I 
MR.  BARNES: 

I  do  want  to  express  to  you  our  appreciation  for  the 
fine  thoughts  that  were  brought  to  us  today.   They,  of 
course,  represent  the  highest  in  industry. 

We  recognize  North  Carolina  as  a  great  industrial  state, 
and,  as  such,  presents  a  lot  of  health  problems  in  which  the 
doctors  of  our  state  have  a  mutual  interest  with  you. 

We  are  particularly  interested  in  the  services  of  our 
committee  on  industrial  health  and  areas  in  which  that  commit- 
tee can  function  with  representatives  of  industry  in  recog- 
nizing the  growing  problem  of  the  aged  in  employment . 

We  do  want  to  welcome  through  this  Committee  of  the 
State  Society  the  consideration  of  industry  in  the  pro- 
blem, and  their  help  in  solving  some  of  the  problems  that 
arise  in  that  area. 
DR.  KOONCE: 

Thank  you,  Mr.  Barnes  I 

Now,  our  time  is  up. 

I'm  going  to  call  this  meeting  to  a  close  with  my  very 
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personal  thanks,  and  I  know  from  all  of  you,  too,  thanks  to 
the  four  speakers  I 

I  would  also  like  to  thank  Mr.  LeRoy  Cox  for  all  the 
work  he  has  done.  This  has  been  his  meeting.  He  organized 
it,  himself. 

Good  Night i 
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